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Confucionus, 
he say... 


Sin, -- Confucionus, patron 
philosopher of publicity, he 
on “Copy-and-cream grows 
cold in the client’s cup... .” 

How are you all in London? 
Facing up to the client with 
bared fangs or, like us provin- 
cials, toadying towards a to- 
morrow a8 grey as to-day? By 
Copytaster, one suspects that 
even at the fountainhead the 
copy-and-cream is soured... 
whose fault is that? Nearly 
always the cl--nt. 

How about an original 
depressing series, ‘opytaster 
(Sir), A set of copywriter’s 
visuals plus the final grey matter 

. . 4 sort of “before and after” 
in a rousing series (with hand- 
some prizes) to prove that there 
is still some spark of originality 
and humour and perception in 
the average copy until someone 


and 


.».» Not mentioning who, 
trembles, deletes . . . bowdlerises 
. sours, 


Copywriter ANONYMOUS. 


The importance of 

public speaking 

Sin,—The final of the national 
advertising public speaking con- 
test has again emphasised the 
importance of public speaking in 
industry and commerce. 

It is not only the ability to 
ge which is so important, but 
the acquiring of the knowledge, 
and the preparation necessary to 
put that knowledge into the 
correct order of importance, and 
thereby hold and impress an 
audience. 


The suggestion that speakers 
are born, not made, is a fall 


1 acy! 
It may be partially true, in that 
some people are born speakers, 


but, as with a surgeon's hands, 
however naturally efficient they 
are, training is needed to make 
them sure. 

Speakers in this year’s final all 


To The a " 


showed the main points of good 
speaking; design; mastering their 
subject; the ability to narrate; 
persuasiveness and appeal. Each 
speech had design, good language 
and, considering that the 
speakers knew it was a competi- 
tion, they showed adequate self 
expression, Their speeches, both 
prepared and impromptu, showed 
they had their facts ordered in 
the right and natural sequence. 

They had obviously carried out 
the necessary research to ensure 
a more than superficial knowledge 
of their prepared subjects—the 
first sign of a good speaker. 

I aero that every advertising 
and publicity club in the country 
will realise the importance of the 
ability to speak and argue well 


THIS WEEK 


Prospects for electricity 
advertising, page 534 


NEXT WEEK 
Annual Planning Number 


in business, It is the backbone 
of advertising—and industry. I! 
believe much of the industrial 
unrest prevalent to-day could be 
overcome by an ability to speak 
confidentially and appealingly. 
After all, the strike-makers, poli- 
ticians, etc., only carry their 
success on their ability to con- 
vince by word of mouth. 
Management does not seem able 
to find an answer—it is speech 
“in excelsis” ! 
HAL SAWARD. 
Chairman and instructor, 
Regent Advertising Club's 
public speaking section. 


Officers only rule 
for Olympics fund 
Six,—-With reference to your 
story “Advertisers May Sponsor 
Britain's Next Olympic Team” 
(May 27) I wish to make it clear 
that at no time did I say that 
athletes such as Bannister and 
Pirie would be “only too willing 
to be filmed or photographed for 
publicity purposes, accepting 
cheques.” It would, of course, 
conflict with rules of amateurism 
Officers of our Appeals Com- 
mittee would be prepared to 
accept cheques for our general 
appeal fund. 
K. S. DUNCAN. 


General Secretary, 

British Empire and Common- 

wealth Games. 

[We hope four-minute miler 
Roger Bannister will not lose his 
amateur status after being photo- 
graphed accepting from the 
Prime Minister a cheque for the 
fund to preserve churches.— 
Editor.) 


Defining the PR 
definition 
Sin,—Eric Williams's letter 
(une 3) giving the Institute of 
Public Relations’ definition of 
public relations dismayed me. 
Surely the purpose of a P.R. 
campaign is not merely to 
present an organisation to its 
public but to the public. 
There is a vast difference, 
JOHN MuRPHY. 
12 Kingly Street, 
London, W.1. 


TWENTY-FIVE 
June, 1929 


“How advertising can help in the 
search for new and bigger markets” 
was the theme of an Advertising 
Convention at Newcastle. A dis- 
play of Russian poster art aroused 
considerable interest. 

a aK * 

Pictures of the convention carried 
by ADVERTISER'S WEEKLY were 
transmitted from Newcastle by 
“photo-telephony.” It was the 
first trade paper in the world to 
use this system. 

aK ok 


Ba 
Lord Beaverbrook transferred his 
controlling shares in the Daily 
Express group to his elder son, 
Max Aijtken, who was still at 

Cambridge. 


ok ok ok 
Dorland Advertising produced for 
Tintex Dyes what was claimed to be 
the first publicity film in colour. 


K ae Ea 
Sir William Berry was made baron 


YEARS AGO 


in the King’s Birthday Honours 
List. 


ok ok * 

A treatise issued by the British 
Poster Advertising Association 
raised the question of the increasing 
predominance of display over copy 
in press advertisements. It sug- 
gested that advertisers who were 
using “poster techniques’ in the 
press would be better employed 
using poster advertising. 

* * 


An_ advertisement revenue of 
£120,000 for one week was 
announced by the Daily Mail. 

ok ak ae 


Crosse & Blackwell Ltd. launched 
an advertising campaign for Canada 
Dry, described as a Canadian ginger 
ale on sale for the first time in thi 
country. 


* * * 
A campaign by the Telephone 
Development Association raised 
domestic telephone installations by 
12.1 per cent. 
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Furnishing 
World 


see page 536 
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Danger to noted 
society 


Sir,—Hammersmith Hampshire 
House Photographic Society, one 
of the oldest in the country and 
one which has a membership of 
professionals and amateurs, is 
required by the London County 
Council to vacate, for road 
improvement purposes, the 

remises which have for so long 

en its home. 

When established occupants 
are required to remove it has 
become customary to offer alter- 
native accommodation. At 
present, however, no other home 
is in prospect, so unless one can 

found within the next few 
weeks the continuation of this 
distinguished society will become 
exceedingly difficult. Can any 
of your readers help? 
E. MERNAGH. 
Harlington Road, 
Hayes, Middx. 


Contents digest 


Sir,—The suggestion made by 
H. C. O. Jackson that trade and 
* technical journals should publish 
a contents digest (ADVERTISER'S 
WeeKLy, May 27), will certainly 
be welcomed by people whose 
regular duty it is to per | the 
mass of detail which is published 
for their own and allied branches 
of industry. 


Editor, 
Travel Trade Gazette. 


Epwarp KIRKHAM. 


Week-end in town 


A week-end in London for two 
was the prize won by Mrs. Avis 
Leggatt, of Ipswich, in a fashion 
and sales promotion contest in 
the Brevitt Shoes Ltd. sales 
magazine, Brevitt and You. 

The competition was organised 
by Eileen Weissberger, Brevitt’s 
P.R.O. and sales promotion 
executive, in conjunction with 
Perry Press Publications Ltd., 
who produce Brevitt and You. 


Sell to 8,000,000 families through the 


RADIO TIMES 
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The agency that is proud to be associated 


with the advertising of 


EVERSHARP * SLUMBERLAND ~ ELASTOPLAST * SCHWEPPES 


COW & GATE DAIRY PRODUCTS * CATESBYS 
FIVE COLGATE-PALMOLIVE PRODUCTS * AUSTIN REED (Sepr. rst, 1954) 


AND OTHER LEADERS IN THEIR FIELDS 


is increasing its staff at top level 


Senior copywriters and visualisers of unusual ability 
and wide experience are needed who are confident 
that, given the opportunity to use their talents freely, 
they can produce work of exceptional brilliance. 
Account executives who can analyse a sales problem 
and formulate an advertising policy that will inspire 
the creative team to make it ‘sing’ from the printed 


page, will find here ample scope for initiative. 


Mark your letter ‘Private and Confidential’ and address it to 
The Managing Director 


CLIFFORD BLOXHAM AND PARTNERS LTD., LION HOUSE, RED LION STREET, W.C.1 
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fille 


packing case fo look af from 


the outside but it's an exhibition stand 


tort fr Gone 


Bia ed Berea es 


and a lot of display stories inside 


THIS IS THE [VELPAK—a complete answer to the problem 
of successful transportable display. 

Open—it is a compelling, versatile sales medium capable 
of infinite variations of design. 

Closed—it is its own packing case, strong, weatherproof, 
ready for heavy handling. 

If you need to make frequent appearances at widely 
dispersed exhibitions —especially at places overseas— 
looking into Ivelpaks will be well worth your while. 


Please come and see them by appointment at our 
Works in Shepherds Bush— or write for full 
details and cur illustrated brochure. 


EYVELPAEK 


CITY DISPLAY ORGANISATION 
30 Uxbridge Road, London, W.12. SHEpherds Bush 1281 
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Where friendship and 

homeliness sell goods 

to thousands of 
housewives. 
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Where friendship and 

homeliness sell goods 

to thousands of 
housewives. 


H.R.H. The Duke of Edinburgh 
after being received at the fourth 
Mechanical Handling Exhibition, 
Olympia, yesterday (Wednesday) by 
Claude Wallis, chairman 

managing director, Associated Iliffe 
Press Lid. Left to right: Claude 
Wallis, P. J. Joynes, Conference 
manager and editor of ‘Mechanical 
Handling,” the Duke of Edinburgh, 
H. A. F. Collman, exhibition 
organiser and advertisement 
manager of “Mechanical Handling.” 


Cigarettes on 


the screen 
Advertising films from 


gium, Jordan, Sudan, South 
Africa, Brazil, Mexico, as well 
as some produced in this country 
were in a programme presented 
by the British American Tobacco 
group at the National Fiim 
Theatre, South Bank, London, on 
Friday. 

Many of the films, all of which 
featured cigarettes, were pro- 
duced by the Grant Advertising 


Search for new premises still on 


London Club may halt plan to 
raise subscription 


A resolution that the proposed lot of hard work but at the 
increase in subscription to four moment we are unable to find 
guineas a year from July 1 suitable premises. But we 
should be suspended will be have not dropped the matter. 
presented at a — general “We are in negotiation with two 
meeting of the Publicity Club or three people at the present 
of London on Monday time but nothing is likely to 
evening. ar happen for the next two or 

The original decision to raise three months. 
the subscription was made to “That is why we are suggesting 
meet the additional cost of the that the proposed increase in 
proposed new premises for the subscription should not be 


club in Fleet Street. made for the time being.” 
W. Harold Butler, the club chair- Main object of the meeting is 
man, told ADVERTISER’s to elect a new committee for 


Weekiy: “We have done a the coming year. 


Public relations officers in the 
Birthday honours list 


Several Government public relations officers appear in the 
Birthday honours list issued to-day (Thursday). 

Among the new knights are: 

A. Beverley Baxter, Conservative Member of Parliament for 
Southgate, former Express editor and director, ex-Gaumont 
British public relations counsel 1933-5, and chairman of the 
Publicity Club of London 1934-5, and editorial adviser, Allied 
Newspapers, 1938. 

W. L. Andrews, editor of the Yorkshire Post and vice- 
chairman of the Press Council, and immediate past president 
of the Guild of British Newspaper Editors. 

Other honours include : 

M.V.0.—W. G, Ridd, uty director and labour adviser, 
Newspaper Society, a member of the Coronation press com- 
mittee, who, for many years, has been in close to with the 


@ Continued in Stop Press on back cover 
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The date of the Classified Ad- 
vertising Conference to be held 
at the Grand Hotel, Birmingham, 
has been altered from February 
1 to February 15, 1955. 


organisation and the London 
o of the agency invited 
several of their clients to the 
performance. 

As well as 35 mm. films several 
16 mm. films which have been 
used in TV in the United States 
were also screened. 

British films shown included 
a “Players of Merit” film, pro- 
duced for Player’s cigarettes, and 
a State Express 333 fimlet. 


Reaches the core of Britain’s 
domestic market simply and 


effectively each week. 
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Should ads 


with the editorial ? 


be in tune 


The advertisements in journals often look as if they are 
directed to quite different people from those to whom the 


editorial is addressed, F. C. Hooper, 


managing director of 


Schweppes Ltd. and Kia-Ora Ltd., has told the Market 


‘Guardian’ 
reprint full-page 
ads in booklet 


The 13 full-page careers adver- 
tisements for leading industrial 
concerns which have appeared 
during the past three weeks in 
the Manchester Guardian have 
been reprinted in a _ booklet, 
named Careers. 

The firms placed the advertise- 
ments to outline to students their 
staff requirements. The Man- 
chester Guardian ran a nation- 
wide promotion scheme for the 
issues carrying the advertise- 
ments, sending promotion leaflets 
and posters to schools and 
colleges. 

But as soon as the series 
began, says the Guardian in an 
introduction to the booklet, it 
became clear that these adver- 
tisements would have a much 
more permanent value. 

In the booklet the full-pages 
are reproduced, and the firms 
have n invited to add a 
further page of information. 

“For the first time,” claims the 
Guardian, “it is possible to com- 
pare the staff requirements of 
the leading firms in the country, 
to study the standards they re- 
quire and the training they 


offer. 

The booklet, which ends with a 
reminder to students of the classi- 
fied advertisements in the 
Guardian, is available at 1s. 6d. 


Research Society. 


The editorials in such magazines 
as Illustrated, Picture Post and 
many others, he said, at least 
resumed that their reading pub- 
ic were reasonably educated 
people. But many of the adver- 
tisements they carried did not so 
presume. 

Mr. Hooper's talk was entitled 
“Should the tail wag the dog?”, 
by which, he explained, he meant 
the technocratic tail and the 
managerial dog. He thought it 
was ming increasingly im- 
portant that top management 
should become more “amateur”; 
it should not profess to be expert 
on the subjects on which it ~ 
to control the experts. 


Mr. Hooper favoured what he 
called the “fruitful hypothesis” 
of the man with a cultivated, 
inquisitive mind, who looked for- 
ward as well as backward, under- 
stood market research and the 
other resources, and then sat 
back and thought, often arriving 
at conclusions that did not 
appear to fit in with the facts 
presented to him. 


As instance, he quoted the 
Schweppeshire advertising. This 
was based on the belief that it 
cost far too much to induce 
adults to change their habits and 
that the bu of advertising 
should apply itself to acting as a 
reminder, particularly to the 
growing neration. Young 
people to- }. he thought, had 
two guiding feelings: resentment 
at the brutal future that lay 
ahead of them; and a spirit of 
debunking and parody, usually 
tending to make fun of the past. 


LECTURE ON AGENCY ACCOUNTING 


How punched-card accountin 
can greatly facilitate the work o 
an advertising agency was ex- 

lained to members of the 
nstitute of Incorporated Prac- 
titioners in Advertising by means 
of a film, a lecture, and a 
demonstration at the offices of 
Powers - Samas Accounting 
Machines Ltd., last week. 

The requests for attendance 
were so many that Drummond 
L. Armstrong, director, LI.P.A., 
mentioned there might be a 
 ? performance at a later 

te 


L. Winter, manager, Powers- 
Samas exhibition and lectures 
department, said that in an 
agency punched cards must be 
regar mainly as a means 
whereby information might be 
issued or data collected or re- 
corded, It was not contended 
that, by themselves, they could 
exercise control over scheduling. 
This would still be the job of the 
scheduling executive, but his task 


would be simplified. 

Mr. Winter began his detailed 
explanation of the application of 
the punched card technique to 
agencies, by suggesting that the 
prime aim of the technique was 
the “multi-use” of the individual 
card, 

One 65-column card for each 
insertion on the order would be 
punched with the following de- 
tails: order number, client's code 
number, name of publication and 
code for publication, size of in- 
sertion, discount terms, number 
of insertions, gross value, net 
value, date of insertion scheduled, 
date of insertion actual, and 
type of card. 

In an agency amendments to 
the original order might be 
rather frequent and up to ihe 
time of insertion nothing could 
be considered as final. Never- 
theless, he claimed, amendment 
to the cards was a simple opera- 
tion, and need not hinder the 
smooth running of the system. 


A J ter's h J 


1g built in a Leeds factory demonstrates generating sets. 


How a blue-eyed blonde will sell 
generating sets overseas 


An eastern 


planter’s bungalow, fully furnished, was con- 


structed in a factory machine shop at Leeds when J. & H. 
McLaren Ltd. demonstrated the Brabo diesel electric generating 
sets which they are now launching in the export market. 


Theme of the advertising and 
sales promotion campaign is that 
these generating sets bring city 
comforts to country districts. The 
campaign is designed to show 
that it is possible—even in the 
desert or the jungle—to use 
labour and time saving electrical 
appliances. 

Hoover, Frigidaire and other 
appliance manufacturers  co- 
operated in the demonstration at 
Leeds, their products being 
shown working in the bungalow. 
They were operated by a gen- 
erating set in the garden. This 
method of _ illustrating the 
generator in actual use greatly 
impressed visitors to the factory 
including the trade and technical 
press, the B.B.C. overseas news 
services, and the Central Office 
of Information. 

Sidney-Barton Ltd., on behalf 
of the Brush Group, of which 
J. & H. MeLaren Ltd. are a 
member, assisted with the 
organisation of a press visit to 
the factory and by issuing press 
releases on the Brabo export 
drive. The novel note of this 
demonstration will be preserved 
throughout the campaign. 


Aimed at women 


The appeal will be slanted to 
women. It will stress the end 
product—the advantages of 
electricity. 

Direct mail will underline the 
basic sales slogan “Switch now to 
city comforts.” Sales literature 
will include consumption tables 
of appliances. 

Point of sale showcards featur- 
ing an attractive girl reclining in 
bed and turning out the bedside 
lamp (operated by Brabo) are 
designed for display in the 
dealers’ and nts’ showrooms 
overseas. A blue-eyed blonde 


English-type girl is the model, 
overseas agents having advised 


that this type will make the most 
general appeal. 

Double crown posters for 
agents are in production and a 
full advertising service supplying 
name blocks and stereos of the 
sets is available for local overseas 
advertising. 

A 35 mm. film showing the 
construction, operation and 
varied installations of the Brabo 
diesel electric generators and 
factory shots taken at various 
factories of the Brush Group is to 
be available for world distribu- 
tion. This film will be dubbed 
in foreign languages and will 
have its premiére at the d 
Fair later this year. 


“No loss’ guarantee at 
Leipzig Fair 

To encourage British business- 
men the Leipzig Fair organisers 
announce they guarantee exhibi- 
tors £70-worth of business for 
every square metre of space 
booked at Leipzig. 

A spokesman a Willoughby 
and Young, London firm acting 
as agents for the Fair, com- 
mented: “This ensures that no- 
body can suffer a loss by exhibit- 
ing at Leipzig. The offer is un- 
precedented in trade fair history.” 

Over 50 British firms will be 
represented at the Fair which 
opens for 10 days on Septem- 

rs 


Industrial design 


exhibition 

An exhibition entitled “De- 
ed and Manufactured...” 
will be held in the exhibition 
hall of the L.C.C, Central School 
of Arts and Crafts from June 22 
dig A. a been organised by 
industrial design department 

of the School. 
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Other media will benefit as TV advertising 


is ‘merchandised’ 


To provide for advertisers and their agents “a concise and 
convenient guide to the potentialities of commercial television, 
so far as they can be foreseen at present,” T.V. Commercials 
Ltd. are issuing a booklet “Advertising by Television in Great 
Britain.” It asserts other media will benefit as TV grows. 


T.V. Commercials Lid. was 


Harry Alan Towers to provide a 
creative and technical service for 
advertising by television. 

“It is possible,” they claim, 
“to deduce with some accura 
certain basic principles whic’ 
will apply to the new medium.” 
And their booklet aims to trans- 
late these into the language of 
advertising. 

After a summary of the Tele- 
vision Bill, the booklet goes on 
to discuss television as an adver- 
tising medium and problems of 
coverage and viewership. 

“Television,” it is argued, “is 
primarily a mass medium, but by 
careful programming certain 
types of people can be specially 
appealed to, and by intelligent 
use it can even produce results 
for products whose potential 
market is specialised.” 


Peak viewing periods 
While peak viewing periods 
must, inevitably, be in the even- 
ings, the hope is expressed that 
the transmissions of the Indepen- 
dent Television Authority will 
not always parallel those of the 


“It will help commercial tele- 
vision to do an advertising job,” 
states the booklet, “if the com- 
mercial schedules are longer 
than or different from those of 
the B.B.C. and consequently 
some, at least, of the programmes 
are on the air at times when the 
B.B.C. is not operating. 

“This almost more than any- 
thing else could help to bui 
viewership to commercial tele- 
vision programmes quickly.” 

The average time for adver- 
tisers, it is estimated, may be 


w-rr-4 


Standards of entertainment 
in Irish sponsored radio are 
improving, according to Irish 
radio critics. There is less 
reliance on gramophone 
records; more initiative in in- 
troducing live talent. 

Recently the director of 
Eireann, Maurice 
advertising 


standards might further be 
raised. One co-operative 
show, “Sixpence a Second,” 
has been introduced on a fort- 
nightly basis by “Radio 
Review” and tree’s. 
Produced by O’Kennedy- 


MORE LIVE TALENT NOW IN 
IRELAND'S SPONSORED RADIO 


in the region of one to one and 
half minutes each. The book- 
let adds: “It may well be that 
shorter periods will hes avail- 
able. Rue h can done 
with quarter and half-minute 


periods. 

“There will, of course, be cer- 
tain preferred positions, and it is 
also likely that at certain peak 
hours advertisers’ announcements 
may follow advertisers’ announce- 
ments. This would inevitably 
lead to a preferred rate for a 


war Fe 
“All in all the buying of tele- 


for the expert who will base his 
recommendations upon an in- 
formed study of the tion as 
it affects each ind 
tiser.” 


Wherever there is commercial 
television advertisers using the 
medium have found it Pa s them 
to “merchandise” a _ television 
campaign, states the booklet, to 
stir up interest in their television 
advertising and thus increase its 
impact. 


TV pictures in 
the air 


The first example of a minia- 
ture industrial television camera 
sos Ngee for display purposes 

seen on the “Stacatruc” 
stand (1.T.D. Ltd.) at the Mech- 


anical Handling Exhibition at 
Olympia. 

The stand is arran so that 
the entire six-sided office section 


is held in the air by five fork-lift 
trucks. In five of the sides of 
the office, television sets have 
— fitted Wy show pictures re- 

ed by a Pye camera mount- 
Tae a separate fork-lift truck. 
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Brindley Lid., this is a 30- 
minute audience participation 
show covering the two 15- 
minute periods normally used 
by the two sponsors. 

Vivian Blaine (interviewed 
by Joe Linnane), Nat “King” 
Cole and Yma Sumac (both 
interviewed by Eddie Byrne) 


Cleaners 

Advertising Service) during 
their visits to Dublin; and 
Gateaux Ltd. (Arks Ltd.) have 
booked “The Black Jesters,” 
the only Irish minstrel 

for a series on 
afternoons. 
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A model of the new building to 
be erected for Hulton Press. 
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Clocking off 


Do clocks—with a. 


ments—detract from 
amenities of a - 2 
centre? 

Ald, J. H. Matthews, chair- 
man of the com- 
mittee at Southampton, thinks 
they do. 


“If we allow more clocks 
firms will want to put their 
names on them,” he said. 
Once the committee gave way 
the shopping centre “would 
not be nearly so attractive.” 


HELICOPTERS COULD LAND ON THE 
ROOF AT HULTON HOUSE 


An eight-storey building is to 
be erected for Hulton Press Ltd. 
on the old Andertons Hotel site, 
Fleet Street. To be known as 
Hulton House, it will contain 
the whole organisation of Hulton 
Press, which has for the past 16 
years been housed in a number 
of different buildings, in Shoe 
Lane, New Street Square, Furni- 
val Street, and elsewhere. 

Present plans for the building 
provide for a roof to be used as 
a landing ground for helicopters, 
a radio’ station, canteens, chang- 
ing rooms and sleeping accom- 
modation for staff, and studios 
for the production of artwork. 
It is intended that these business 

remises, when completed, will 

among the best equipped 
publishing enterprises. 

The architect is Arthur Ash, 
and the main contractors will be 
Rowley Brothers. 


Full-page looked 
like half-page 


A full-page advertisement, the 

» half of which looked like an 

itorial half-page containin 
three news stories, was inse 
by E. Fogarty & Co., Ltd, 
Boston, manufacturers of Ariel 
and Swan pillows, in a recent 
issue of Caterer and Hotel 
Keeper. These “stories” dealt 
with the supply of their pillows 
to hotels and liners, 

Two leading distributors of 
these pillows also took half- 
pages in the same issue, 


ROYAL SHOW 


The Royal Agricultural Society 
of England will be presenting the 
London Weekly Diary of Social 
Events at the Royal Show, Windsor 
Great Park, July 6-9. 


New sections are being planned 
for next DPSPA competitions 


The competitions committee 
of the Display Producers and 
Screen Printers Association, 
under the chairmanship of the 
vice-president, F. J. LeMay, have 
prepared provisional classifica- 
tions and rules for the Associa- 
tion’s next competitions. 

Awards and details will be 
announced shortly. 

Me of some 1,800 

ft. in the Royal Horticultural 
Society's New Hall, Westminster, 
London, S.W.1, has been booked 
from January 13 to 24, 1955. All 
the entries will be judged there 
on Monday, January 17, and will 
then be displayed for three days, 

Until the judging is completed 
the entries will remain anony- 
mous, but members’ names will 
be shown with the entries during 
the later exhibition and trophy 
and diploma winners will be 
identified by rosettes. Invitations 
will be sent to advertising agents, 
print-buyers, etc., to atten the 
exhibition and the Association 
will make other publicity 
arrangements. 

Thr the generosity of 


certain members and associates, 
the committee have been able to 
introduce new sections and other 
changes so that the exhibition 
can include as wide a range 
members’ work as _ possible. 
Sectional competitions _ will 
cover: large “multiple” displays; 
small “multiple” displays; md 
displays and exhibition stands; 
screen process printing (including 
a section for transfers and one 
for smaller member firms who 
have not previously won a first 
prize in D.P.S.P.A. competi- 
tions); cinema advertising; and 
original designs for reproduction 
by screen process printing (parti- 
cipation limited in two cases to 
full-time employees of member 
firms). 


Show dates change 


At the request of many exhibi- 
tors, the dates of e 1954 
National Poultry Show, at 
Olympia, have been changed 
from December 9, 10 and 1! to 
Wednesday, Thursday and Fri- 
day, December 8, 9 and 10. 
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Poster men will consider public relations 


BLACKPOOL CONFERENCE TO DISCUSS 
DESIGN AND NEW TECHNIQUES 


The outdoor advertising industry, victim 


of more 


uninformed criticism than any other of advertising, 
will show its awareness of its responsibilities at the annual 
conference of the British Poster Advertising Association at 
Blackpool next week. Of the technical sessions, one will 
be concerned with public relations for the industry, one with 
improvements in design, and the third with constructional 
safety. 


These sessions, which will be 
held in the ballroom of the 
Imperial Hotel, will be sand- 
wiched between a number of 
civic and other social occasions, 
most of which also have an im- 
portant public relations function. 

A particularly large atten- 
dance is already assured at this, 
the Association’s 65th annual 
conference. Since many of the 
delegates will be travelling to 
Blackpool on the Monday, the 
annual meeting and business 
sessions will take place on Tues- 
day and Wednesday. 

Nevertheless, there will un- 
doubtedly be many to enjoy 
Monday's coach outing to the 
Lake District or, alternatively, 
the If competitions at the 
Royal Lytham and St. Anne’s 
Golf Course for the Mills & 
Rockleys Cup in the morning 
and the Leicester Cup in the 
afternoon. 


ANNUAL DINNER 
Heads social events 


On the Tuesday morning there 
is a mannequin parade for the 
benefit of lady visitors and, in 
the evening, the civic reception 
and dance to be given by the 
Mayor (Mr. Will Ogden) and 
Mayoress and Corporation of 
Blackpool. 

The social climax of the con- 
ference is, of course, the annual 
dinner, which will be held in the 
Spanish Hall at the Winter 

ardens, It will be preceded by 
a reception by the incoming 
resident, H. rrett. On the 
followin day, a number of dele- 

tes and visitors who are travel- 
fing home by road will break 
their journey for a conducted 
tour of the Tootal, Broadhurst, 
Lee mills at Bolton. 


LiKE FATHER— 
Hereditary interest 


The incoming Ds won we is a 
director of the Wolverhampton 
and District Billposting & Ad- 
vertising Co., Ltd. He can 
remember billposting “when dis- 
plays were more like patchwork 
quilts and service elementary 
compared with present-day prac- 
tice, 


He takes over from Ald. 
Sidney Brown, who has proved 
himself an able and energetic 
president, and who has been a 
council member of the Associa- 
tion since 1939, serving on many 


committees. Mr. Brown's interest 
in outdoor advertising is, in a 
a hereditary, for his father, 
William Brown, was  joint- 
founder (with Lisle Rockley, a 
past-president of the B.P.A.A.) 
of Rockleys Ltd., a poster busi- 
ness in Nottinghamshire and 
Leicester. When Mills & Rock- 
leys was formed in 1928, Sidney, 
like his father, remained with 
the new company. He has a fine 
record of social service in the 
boys’ club movement and also 
on the Leicester City Council, 
to which he was first elected, as 
a Conservative member, in 1938. 
During the war he was taken 
a pee the retreat to 

kirk in May 1940 and re- 
turned from Germany five years 


later. 
An advertising agent will be 
this year’s guest honour at 


the annual dinner. He is Lt.-Col. 
Alan M,. Wilkinson, a director 
of London Press Exchange, and 
the new president of the Institute 
of Incorporated Practitioners in 
Advertising, of which he was a 
founder-member and of which 
he was elected a Fellow in 1936. 


INNOVATIONS 
New trade techniques 


Another speaker at the dinner 
will be John W. Mills, assistant 
managing director of Mills & 
Rockleys and son of its chair- 
man and managing director, 
George T. Mills. ted at 
Uppingham, he joined the firm 
in 1934, starting at the bottom 
of the ladder and working at 
various branches before the war. 
Since his war service he has 
been prominent in the introduc- 
tion to the company and the 
trade of electric vehicles, public 
information panels, the Hell 
poster panel, and the use 
aluminium and plywood for post- 
ing surfaces, etc. He was el 
to the council of B.P.A.A. in 
1952, and is a past-president of 
the Midland Poster Advertising 
Association. Married in 1943, 
he has two daughters and one 
son. His hobbies are the collec- 
tion and running of veteran cars, 
and shooting. 

Presiding over the technical 
sessions this year will be Pat 
O'Connell who has been chair- 
man of the Association's tech- 
nical committee since its incep- 
tion after the last war. He is 
an executive director of Mills & 
Rockleys Ltd. and is in charge 
of that company’s Bristol group. 


S. Brown 


Mr. O'Connell was for three 
ears chairman of the South of 
gland Poster Advertising Asso- 
ciation and is a founder-member, 
past-president, t-chairman and 
now vice-president of the Bristol 
and West of England Publicity 
Club. 

The technical sessions will 
begin on Tuesday afternoon with 
an address on public relations 
in the industry by R. A. 
Cooke, director of public rela- 
tions, Foote, Cone & Beldin 
Ltd. Mr. Paget-Cooke is counci 
chairman, Institute of Public 
Relations, of which he has also 
been programme director and 
chairman, general purposes com- 
mittee. An old Etonian and an 
Oxford M.A., he served in the 
Grenadier Guards during the 
war. 


IMPROVEMENTS 
In poster design 

The address on improvements 
in poster design will be given by 
S. John Woods, advertising 
director at Ealing Studios. Son 
of an advertising man, he has 
specialised in film and theatre 
advertising, and since 1943, when 
he joined Ealing Studios, he has 
carried out a policy of em es 
good artists to design film ad- 
vertising, paying particular atten- 
tion to the technical aspects and 
py of the “in He still 
occasi free lance com- 
mercial jobs for agencies, London 
Transport and British Transport 
Commission and others, and was 
responsible for all the lettering 
and typography in the “Homes 
and Gardens” Pavilion in the 
South Bank 1951 Exhibition. A 
Fellow of the Society of In- 
dustrial Artists, he is also a 
painter and his last one-man 


R. A. Paget-Cooke 


K. B. H. Edwards 


show closed recently at the 
Beaux Arts Gallery, London. 


COMPETITIONS 
President's deputy 


_A man who was technical ad- 
viser on the 2ist Army’s Mul- 
berry Harbour and who was lent 
to the Dutch for help in the rein- 
statement of the sea walls at 
Walcheren Island, will speak 
on hoarding construction with 
special regard to safety factors. 

He is A. H. Beckett, a civil 
engineer with Sir Bruce White, 
Wolfe Barry and Partners. 
Identifying and devising the uses 
of captured enemy bridging 
equipment was part of his war- 
time duties, 

So that Mr. Barrett may 
have more time for the duties 
that await him as the incom- 
ing president he will be 
relieved of the organisation of 
the golf competitions by K. B. H. 
Edwards, chairman of Willing & 
Co., Ltd., and Willing’s Poster 
Advertising Co. Ltd. A past- 
president of the London Poster 
Advertising Association, Mr. 
Edwards was elected to the 
council of the B.P.A.A. in 1945. 
He serves on several committees, 
including the publicity committee 
of the B.P.A.A., and the London 
committee of the Outdoor Ad- 
vertising Industry Advisory 
Committee. As chairman of the 
joint recommendatory list com- 
mittee over the past five years, 
and also as chairman of the 
censorship committee since 1951, 
he has to his credit a long re- 
cord of valuable service to the 
profession. He has always been 
particularly interested in staff 
welfare and sport. 


See Comment, page 532 
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: From TV screen 
+ to factory wall 


4 

Twelve hours after John 

Collier clothes had been fea- 

tured in the B.B.C. television 
show “Holiday Fashions,” a 

special edition of a wall news- 

}paper, designed to tell the 


This operation was under 
the direction of Howard L 
+Kitchin, advertising and 

) public relations manager of 
} John Collier (formerly The 
} Fifty Shilling Tailors), in con- 
} junction with Greenly’s, the 

Photo- 


graphs taken at 1 p.m. on 
Monday afternoon at the Royal 
Festival Hall were ready for 
inclusion in the wall news- 


New monthly 


for visitors 


The Overseas Visitor is the 
title of a new monthly magazine 
being launched for visitors to 
Britain. 

It is being published by Over- 
seas Visitor Ltd., a director of 
which is South African T. M. 
Wilson, who, in 1949, founded 
the women’s magazine Femina 
in New Zealand and more 
recently was a representative in 
this country with Drapers’ 
Encyclopedia, ae by the 
National Trade P 

The magazine, “soiling at 2s., 
will have + initial print order 
~ Ba pane It will have an art 

, and a = area of 10 in. 

by 7h in. rate for 
12-month 0 wi 

Editor is Patricia Godfrey, 

eviously assistant editor and 

fashion writer of Vanity Fair. 

The contents will include an 
illustrated gossip feature on over- 
seas personalities in this country, 
a list of recent arrivals, fashion 
notes, gift ideas, touring articles 
and a special small advertisement 
section for overseas visitors who 
wish to get together. 
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Jury of five will choose 


100 good 


Park Press, M ); Stuart 


catalogues 


Rose, print consultant to the 
Federation of British Industries; 
C. R. Simnett, pmnaneing director, 
the Baynard Press, London; and 
Lewis Woudhuysen, chairman of 
the typographical group of the 
Society of Industrial Artists. 

The closing date for submis- 
sions is Wednesday, June 30. 
Entries must have been produced 
since January 1950 and i 
be sent to the B.F.M.P., 11 Bed- 
ford Row, London, WEL 


CHANGE OF NAME 

The Vickers Overseas News, 
company magazine of Vickers 
Ltd., is to be called The Vickers 
Magazine. This change complies 
with the current policy of the 
group, which is to increase the 
distribution of the magazine in 
industrial circles in this country, 
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| SUNSHINE SPECIAL 


Clacton A HOLIDAY TOWN. 
Sun @ . EVERYTHING! 


" CLACTON - 


The entertainments and publicity 
department of the Clacton Urban 
District Council are issuin, this 
four- “page paper called the “Clacton 
Sun,” describing the attractions of 
Cc lacton as a holida | resort, Copies 
. . distributed to factories, 

lubs, O es and travel agencies. 


Membership 
nears the 
200 mark 


Only three members of the 10 on 
the outgoing council of the Adver- 
tising-Press Club in Dublin were 
willing to go forward for re-election 
at D vag club’s annual meeting 

Thomas (Radio ete 
P. aL Glendon (Irish Independent), 
and Miss Winifred Stacey (Cerebos 
Ltd.) were re-elect and Albert 
Price, L. Kennedy, K. Murphy, J. 


Club News 


Balding, J. Nolan, Miss Eithne 
McBrien and Miss Maureen 
O'Sullivan were elected to the 
The” T 
outgoing _ secretary, A 

Milner, the work of the 
past year, said membership had 
increased from 117 to 189. The 


meeting passed a motion rs) 
the council’s action = ~ 
Advertisi 


ng 

L new council elected the fol- 
lowi ——- A. R. Thomas; 
vice-c Albert Price (W. D. 
& H. O. On Wills Ltd.); honorary 
secretary, Miss M. O'Sullivan R. 
Wilson Young ovens Ltd.); 
honorary treasurer, Eithne 


McBrien (O’Kennedy- Brindley Ltd.). 


Club ow Wallace Diggle presents the “Y: 


trophy to C. E. 


competition. Mr. Kirwin tied with H. Lomas 
went on to win the event at the 
putting prize was T. B. Murtland. 


score of 74, but 


orkshire Evening News” 
Kirwin, winner of the annual Publicity Club of Leeds 


extreme left 


with a net 
h hole. 


inner of the 


Norwich and Norfolk 


Tourism literature 
The number of folders a tourist 


licity director of Thos. Cook & 
Sons Ltd., told the Publicity Club 
of Norwich and Norfolk, averaged 
about 20 per booking. 

But, he said, these folders—the 
—- ~ of tourism—were about 


cheapest form of publicity 
material which could be produced 
for unsolicited 


Im brief... 


The Advertising Club of Oxford 
have invited the Publicity Club of 
the Cotswolds to join them for their 
annual summer outing. .. . The 
1954 “launching” of the Regent 
Showboat—with lifeboat capacity 
limited to 200—will be at 6.50 on 
July 2. . Irish Shipping Ltd. will 
be hosts to the Publicity Club of 
Ireland for a visit to the Port of 
oor of the publi s 8 , Aan 
mgt the public speaking sec- 

Regent Advertising a 
wall sf held tonight (Thursday) 


The newl 
row tl. tor.) J. G. Reed, J. 
Ww. Newton. Seated d.tor) GR 


H. Braine, secretary 4 rose and G. 
council include J, W. Nicholson, H 


the Publicity Club ohare ion. Back 
ig Mangham’ D. Robow, G. M. Hughes and 


Watson, H. Booth-Adams, chairman 
Holloway. Other members of the 
S. Adams and W. Wheeler. 


Hult Daily Mail 

Boucher, who spoke to the 

Hat Publicity’ Club on the work 

of the BM. tA is welcomed by 
ub FP. Brown. 


photo 
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A panel of judges has now su 
| } been chosen to select a hun- ~ re ; a 
\ + dred good catalogues for the hy AS. Al 
exhibition that is being ee, | id 
—_ organised by the British A Follow i . 
firm’s a about the Federation of Master Printers the Sun ‘- 
background to show, was ‘> to 
in the final stages of photo- aN Aceh ore aess eat i : 
" 7 * t . eo, 
static reproduction. nats exhibit will be on an: ae —£ CLA § 
w in London from October - 
12-23 at the British Institute of night fi ot Castes LS 
Management, and will then tour ‘|S ee : i: eo 
provincial centres. . a Ghose me 8 a Se 
The selection panel is: Inde- ' on TS ; 
= chairman: William C. eS Dey 
ielé, per manager of - ; 
Yardley and Co., Ltd., chairman 
of the executive committee of 
the Incorporated Society of 7 
British Advertisers; Bernard ; 
paper within Gave By Nicholls, managing director of 
Stic jot eco ule 
its way to the printers and 
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* + 
Retiring after 
* 
42 years with 
4 9 
Higham’s 
Mrs. Mabel Goode retired \ast 
week from Charles F, Higham Lid. 
after 42 years’ service with the 
company. At a farewell ceremony 
attended by every member of the 
staff, Sir Patrick Gower, the chair- 
man, presented her with a cheque 
from the directors, a gold watch 
from her colleagues, and an 
illuminated address signed by the 
. Mrs. Goode joined the firm 
in June 1913 and became secretary 
to the late Sir Charles Higham. 
ince the war she has been attached 
to the Dunlop department of the 
agency. 


Mrs. Mabel Goode with Higham 

Lid,’s managing director, H, M. 

Thornbrough, at her farewell 
presentation, 


* a a. 

R. E. Fenton has been promoted 
studio manager of Technical & 
General Advertising Agency Ltd., to 
succeed L, F. L. Davill who has 
joined the board as creative direc- 
tor. Mr, Fenton was with Larder & 
Stevens for three years before join- 
ing T. & G. in 1949 as senior 
visualiser, Bramwell Rock from 
D. J. Keymer & Co., Litd., has 
joined T, & G. as a copywriter. 


N. Haywood Nelms has been 
elected a director of Condé 
Nast Publications Ltd. He joined 
the company, —, = service, in 


the autumn of and was 
appointed secreta ioe fom accountant 
on panuaey Bs 


E. . ae IP S. been 
appointed sales manager of Leon 

oodman Displays Ltd. F. N. 
Anderson, sales manager since 1937, 
was recently appointed to the board 
and will continue to take a personal 
interest in sales in addition to his 
wider - eeu 


President of the Society of Typo- 
graphic Designers for t coming 
year is T. who 
recently retired from the J. Walter 
Thompson Co., Ltd. At the Society's 
onus general meeting, the immedi- 

- Be president, hell, 

pe Lid., was elected a 

Fellow "Te officer for the Society 
Anthony Steer, son of the 

| em of the British Typographers 


Guild—recentl ent Beet. with 
the Society—Vinecent 
” * 

Miss Claire Alexander tee been 
appointed editor of Children’s Wear 
in succession to Miss Mary 
who has resigned to join the pro- 


motion department of Condé Nast 
Publications wa 


* 

Roger Phas added space- 
selling and circulation management 
to the editorial and publishing ser- 
vices carried out by his unit. Roger 
M who recently joined as 
advertisement ~~ to Racing 
Review, is now in charge_of all the 
unit’s space-selling activities. 

* * 

At the annual ities of Tees- 
side and South West Durham 
branch of the Incorporated Sales 
Managers’ Association, 

Banks (Chemical Insulating Co., 
Darlington) was elected chairman 


S. C. Peacock Ltd. gave a cocktail party at the Grand Hotel, Birmingham, 
last week to celebrate the first anniversary of the opening of their Birming- 
ham office. Among those present were the above group Uf t to right) Clive 
Broad 


|, Birmingham manager o 
advertising manager of Lewis's 


managing director of S. C. Peacock Lid., John F 
of Fardon's Vinegar Co., Ltd., and 


S. C. Peacock Lid., 


of Birmin ham, 
managing director 
Elms, a director of S. C. 


Peacock Ltd, 


for the coming year. Vice-chairmen 
elected were F. Hunter (Blackett & 
Co., Stockton) and H. B. Elders 
(manager, Darlington and Stockton 
Times); treasurer, A. E. Ellis (ad- 
vertisement manager, Evening 
Gazette, oe 


* 

F. joins Percival Mar- 
nai Ltd. as sales and circulation 
manager on July 1. He has 
resigned from a similar pon with 
United Trade Press Ltd., where he 
will be succeeded by Mrs. Patricia 
Sayer, who joined the firm recently 
from the Milk Marketing Board. 

* * a 


A. G. Atkins, at present David- 
son's Paper Sales Lid.’s packaging 
designer and packing consultant, 
will take up an appointment as 
assistant general manager of the 
Abbey Display Co., Ltd., on July 1. 

* 


* - 

Ma Edward Russell has left 
the ar Office public relations 
department to take up an appoint- 
ment in the Daily Express pub- 
licity department. His successor at 
the War Office will be Major 
N. N. R. Brooker, who recently 
returned from duty with the public 
relations service in Korea. 


New director 


Newly appointed to the board of 
Sun Advertising Ltd., Dublin, is 
James Kane who became manager 
of the agency when he joined it 
from Kenny's Advertising Service 
last we. 


- * 

Walter A Hayward has joined the 
advertisement staff of the Amal- 
gamated Press Ltd. as an assistant 
representative at the Manchester 
office covering the north-western 
area. He will be associated with all 
the publications covered by H. N. 
Kendall. 


o * 

Clive Hicks has now left hospital, 
and will be convalescing at home for 
the next few months. 

_ . - 

Sidney Corbett, advertisement 
representative, the Investors’ 
Chronicle, has been elected chair- 
man of Benfleet Urban District 
Council. 


Keith Sais dite of C. 
Vernon & Sons, Liverpool, and 
Greenwood Advertising, London, 
has joined the Howard Organisation 
(Howards Press Advertising Ltd., 
Howards Publicity Ltd.), as pro- 
duction ae. 


M. B. “Green o. joined Rapier 
Design Ltd. as artist-designer from 
the Theatre Royal, Bath, where he 
was scenic oes, 


* * 

Frank Gallagher, director of the 
Government Information Bureau in 
Dublin, has been transferred to the 
Irish National Library. 
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The wedding took place recently in 
Tonbridge of Brenda Garton, for- 
merly service executive with Gordon 
& Gotch Lid, and account execu- 
tive with Lintas Ltd., Durban, and 
Guy G. G a director of 
H. Gadsdon & Sons Ltd., hardware 
factors. 


Ald. G. H. W. Griffith (righz), 
Deputy Lord Mayor of Birming- 

, ls presented with an album of 
photographs taken during his term 
of office as Lord Mayor, by W. B. 
Morrell, managing director, The 
Birmingham Gazette and Despatch, 
Ltd. Left: Ald. Griffith's daughter, 
Mrs. Mary Pope, who was for a 
while Lady Mayoress. The photo- 
graphs were taken by the newspaper 

group's staff photographers. 

* * - 

John Scott has been promoted by 
Hulton Press to circulation repre- 
sentatives regional manager for the 
South of ne 

* 

R. “Oliver, account executive 
with Scott Ture & Associates Ltd., 
was presented with a son on Sunday 
morning. 


Obituary 
Clifford Ramsden 


Chairman of the Halifax Courier 
Ltd. until his retirement in 1942, 
Clifford Ramsden has died aged 73. 
He also edited the Halifax Courier 
and Guardian. In 1932 he was 
president of the Yorkshire News- 
paper Society. 
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--eand one person in three , 


Every week one family out of every three 
rea d 5 t h e in Great Britain reads the Sunday Pictorial. 
For, with an average net sale of 5,373,027, 
the Sunday Pictorial goes into millions of homes 
all over the country. It is read by every 
Sunday Pictorial adult member of the family on the best 
advertising day of the week—the day they have 
time to read advertisements at leisure, 
and sales messages sink in. Space in 
ever y wee k the Sunday Pictorial is exceedingly economical 
too. Compared with 1939 its square inch 
per thousand rate has increased much less than 


that of any other Sunday newspaper. 
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Drastic revisions will have 
to be made in the colour 
scheme, typography and 
general layout of a number of 
well-known branded products 
if they are successfully to be 
put across to the public in tele- 
vision commercials, 

This fact was emphasised when 
Derek Faraday of Star Sound 
Studios Ltd. gave a demonstra- 
tion lecture to a crowded meeting 
of the Advertising Creative Circle. 

An adjoining room had been 
equip as a television studio 
and Mr. Faraday was televised 
on to a 17-in. screen and a 4-ft. 
screen. 

Some of the packs presented 
upon the TV screens seemed to 
be all of one colour despite the 
fact that they were compounded 
of glaring and contrasting colours 
(e.g., red and green). 


Charm that fades 


Instructions as to use, which 
seemed to be reasonably bold 
when the pack was placed on a 
counter, came over ifiegibly, and 
illustrations which had charm 
and interest when viewed from 
the hand lacked both these quali- 
ties when projected on television. 

The point was made by Mr. 
Faraday that no one could obtain 
an adequate idea of the true 
TV impact value of a product 
until a picture had cstually been 
seen on a television screen. 

“For an advertising man to 
tell his client,” he said, “that 
any film will look just as good 
on TV as it does on a film screen 
is to ask for trouble. ... It is 
quite obvious that as far as 
present development is concerned 
a cine-picture with no lines at 
all will always give better defini- 
tion than a TV picture with its 
405 lines . . . and for that reason 
a 12-in. cinema screen could 
never be a satisfactory substitute 
for a TV screen of similar size.” 


Anew approach 


This was due to the fact that 
every time a cine-picture was 
scaled down it became propor- 
tionately more brilliant and the 
good light quality of a 3-ft. 
screen became _ superlatively 
brilliant when projected on a 
screen only one-third of that 
width. 

“I know of no TV screen in 
the world, not even special 
laboratory models,” declared Mr. 
Faraday, “which has the bril- 
liance and definition of a cine- 
sereen of equal dimensions.” 

For that reason a completely 
new approach had to be made if 
a product is to be styled for 
resentation in a TV commercial, 

said. 

Television facilities can be pro- 
by Star Sound Studios 


Packaging snags in achieving 
effective TV impact 


Ltd., which make it possible for 
an agency to obtain practical TV 
knowledge under actual studio 
conditions. A commercial can 
be developed, for example, in 
front of a TV camera and the 
final result demonstrated exactly 
as it would look on the viewer's 
screen. 


British-made TV 


scores in US 


The New York Nielsen tele- 
vision index covering the first 
quarter of 1954 shows that The 
Rheingold Theatre—the TV 
series produced by Douglas Fair- 
banks at Elstree, for Liebmann 
Breweries Inc., a Foote, Cone 
and Belding client—has a 31 per 
cent larger audience than its 
nearest rival on any other station 
at the same air-time. 

The series is also being used 
to promote Rheingold beer over 
three stations in California. 

A second series of 39 plays is 
now in production in Britain. 


. RRO x 


yeti 


The Ever Ready Co. (Great Britain) 
Ltd. have re-introduced a flashlight 
bulb display cabinet—the first since 
their mid-19Ws cabinets. The latest 
model, shown above, is of alumin- 
ium, and is lithograph printed in 
seven colours. It is fitted to hold 
four trays of the bulb delivery 
cartons. 


*GOOD DESIGN MEANS PERSONALITY 
AND AUTHORITY IN PRINT” 


“We in the National Cash 
Register Co. know of no adver- 
tising circumstance in which 
go design is not important,” 
said D. A. C. Butlin, director of 
public relations of the company, 
at the Scottish Design Congress 
in Edinburgh, 

“Good design helps to per- 
suade because it makes the mes- 
sage more attractive and more 
eventful,” he continued, “It 
gives more personality and 
authority to the printed words; 
and, moreover, it makes the 
words more easy to read, their 
meaning more easy to grasp and 
the advantages offered more 
plainly significant and thus, more 
intensely desirable. 

“In three-dimensional presenta- 
tion—exhibitions and window 
display—it is just the same. 
Good design can set the stage in 
such a way that the importance 
or the glamour of the product 
is, so to speak, given a chance 
to show itself, like a piece of 
sculpture well placed in favour- 
able and appropriate surround- 
ings” 


Ad tableaux 


Advertising entries are invited 
for the procession which will 
open Children’s Day in Leeds on 
June 26. Two sections of the 
procession, which will be 
watched by an estimated 180,000 
crowd, are open to advertisers. 
In one class\a firm can combine 
with a school to provide a 
tableau on a decorated lorry, 
and another class is for adver- 
tisers only. 


Plates for agency 


entrance hall 

A pote decorating competition, 
held by Oelrichs Advertising Ltd., 
Sheffield, culminated in a party 
at which the various entries were 
judged by the creative director, 
R. D. Old. 

Sixteen plates were selected and 
now decorate the oak-panelled 
hall of the agency’s new offices 
at 53 Wostenholm Road. The 
competition was amongst mem- 
bers of the agency’s staff and the 
staff of the publicity department 
of one of their clients, Thos. W. 
Ward Ltd., Sheffield. 


ARMY PUBLICITY 


Mr. Antony Head, Secretary 
of State for War, stated in a 
written answer that last year just 
under £1,000 was spent on 
special publicity for the new 
terms of service of officers in the 
Royal Army Medical Corps. 
Until last year advertising was 
— for specialists and the 
yearly cost was under £300. . 


tk 
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Youth delegates 
invited to 
Hamburg 


An International Youth 
Gathering, organised the 
Advertising Association of Ham- 
burg and Schleswig Holstein, is 
to take place in Hamburg from 
August 29 to September 4._ 

The Advertising Association 
has accepted an invitation to 
nominate two youth delegates, 
who will be the guests of the 
organisers during their stay in 
Hamburg. 

This is the third such gather- 
ing, the first being an integral 
part of the International Adver- 
tising Conference held in Lon- 
don in 1951, and the second 
organised by the Danish Adver- 
tising Association at Copenhagen 
in 1952. ’ 

“To those responsible for 
organising the youth Scheme in 
1951 it must be an_ especial 
satisfaction that the spirit of the 
movement they initiated should 
continue in full vigour,” com- 
ments the Advertising Associa- 
tion's News Letter. 


Photographer in 
a hospital 

Max Parrish & Co., Ltd., have 
recently published for the 
Middlesex Hospital, Hospital at 
Work (3s. 6d., 48 pages). For 
the purposes of this book, photo- 
grapher Derek Adkins was given 
carte blanche by the hospital 
authorities. “i 

Derek Adkins was advertising 
manager of the British European 
Airways Ltd. for a period after 
the war, but he went into publish- 
ing in 1947 and became sales and 
publicity manager of Max Parrish 
& Co., Ltd. 

He worked in the closest vco- 
operation with the administrative 
staff of the hospital and was 
helped by many of the doctors, 
surgeons and nurses, over a 
period of 18 months. 

As well as visits to the many 
ancillary departments of the 
hospital, the kitchens, the laundry 
and the storerooms, he took his 
camera into the operating 
theatre, the wards, the labora- 
tories and the out-patients depart- 


ments. 

In all he took 850 photographs. 
Of these 150 were selected, and 
with these have been incorporated 
in Hospital at Work short texts 
and captions which were 
approved by the hospital staff. 


¥O ADVISE ON CANNED FOODS 


The Canned Foods Advisory Bureau, closed 
at the outbreak of the war, has reopened, 
at 17 Wigmore Street, London, W.1. 

Activities of the Bureau include the publish- 
ing of free leaflets and recipe pamphlets—for 
which the Bureau is preparing a mailing list— 
lectures and demonstrations, displays at a num- 
ber of public exhibitions, and the use of their 
headquarters as an information centre for 
consumers, manufacturers and distributors. 

Their symbol—treproduced here—is a 
prominent feature of their literature. 
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Start 


Talking... ul 


TART talking—in your office, at home, in your car. 
That’s the big advantage of an Agaphone 

dictating machine—you can ‘‘ talk your work ”’ for 
as long as you like, whenever you feel like it. 
Correspondence, memoranda, reports, ideas . . . speed 
them on their way by talking . . . into an Agaphone 
—the perfect dictating machine. Use it to record 
conferences with clients and your own meetings. 
Recordings ensure 100 per cent accuracy and can be 


played back as many times as you like. The Agaphone FACTS 

is a real timesaver—a small, sleek quality product Up to an hour's dictation with the 

made fi = spools of wire held in a foolproof 
et ome purpose onty help you get through magazine. Can be used for confer- 

your work more quickly and easily. ence recording. Time control enables 

See for yourself—write or telephone for a dictation to be automatically located 

demonstration NOW for playback. Signalling device 


warns the secretary of remarks, 

instructions, etc., which are not to 

be transcribed. Key controls are 

simple and positive. Small and 

compact. Handsome appearance. 

Operates on any voltage or can be 
used in a car. 


M. & L. HAYCRAFT LTD. 


ST. STEPHEN’S HOUSE, WESTMINSTER, LONDON, S.W.|I 
Telephone: WHitehall 9618/9 


Agaphone EASY TO TALK TO—DELIGHTFUL TO USE 
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COMMENT 


THE WRITING ON 
THE WALL 


—an affiliation the various 
associations—called journalists 
to a meeting and announced a 
regular news service. But that 
was the first and last press 


Association’s Conference to be 


R. A. Paget 
of the council of the Institute 
of Public Relations, may be 
expected to tell the poster men 


what are saying about 
their sites. 

should 
listen carefully to sugges- 
tions for improving public 


* * * *. *. * * . 
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. Talking Points . 
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rm-chair critics need educating on 


branding 


HEN it comes to advertis- 

ing advertising we all look 
to the Advertising Association 
and LLP.A. for action, 

Do we always look in the 
right direction? Not always, 
apparently. It appears there is 
quite a job for LS.B.A. to do, 
too 


Last week the report was of 
a_ liquor merchant offering 
whisky cheaper than usual “be- 
cause it is not publicly adver- 

." This week there is evi- 
dence of urgent need for educa- 
tion in the furniture business, 

When the National Associa- 
tion of Retail Furnishers held a 
course one of the motions for 
debate was: “This house depre- 
cates the increase in branding 
and national advertising by fur- 
niture manufacturers.” 

Bad enough that such thoughts 
should enter the head of a re- 
tailer. Worse that the motion 
_ re be carried by a majority 
of 21. 

The vote followed this state- 
ment by a former president: 


“The national advertising of 
branded goods must be a very 
expensive item judging by the 
space taken by advertisers in 
so many expensive media. Is 
this expense to be borne out 
of the manufacturer's profit, 
or is it intended, as I think 
is inevitable, to increase the 
cost of the goods, which means 
ultimately that the consumer 
must pay more or the retailer's 
margin must be reduced?” 
Plenty of scope here for pub- 

lic relations for advertising! 


SULLY SEASON 


Dex get the idea that only 
British advertisers say silly 
things about the fundamental 
tool of marketing. 
London advertising men were 
able to criticise an American stu- 
idity when the British American 
Tobacco Group put on a film 
range at the National Film 
eatre in London. 
It was a cartoon filmlet boost- 
ing Columbia cigarettes. 
And the thousand dollar 


question? Believe it or not: 
Question: “How can Colum- 
bia cigarettes afford to give away 
luxury goods in exchange for 
coupons?” 
Answer: “By cutting out a lot 
of fancy advertising!" 


German 


Irish version used 
at Galway. “pe 
vertising 


EVES HAVE IT! 


yt all a matter of eyes! 
But the arguments didn’t 
begin until the advertising men 
of Ireland designed a symbol 
for the business-like conference 
they held last month in gay 
Galway. 

The Irish symbol was an eye 
in = fork of crossed pen and 


pencil. 

John Barmas, of Royds, 
looked at it with a critical eye 
in London. 

His comment: “This con- 
ference symbol appears to me 
to be an ‘adaptation’ of the 
well-known Reimann School 
symbol, designed by Hertwig 
over 20 years ago. It was 
widely used by the Reimann 
School, first in Berlin, later in 
London when Austin Cooper 
was principal of the world- 
famous school for advertising 
design and typography.” 

The Reimann School symbol 
was also an eye with pen and 
pencil—but arranged differently. 

Presumably the last Interna- 
tional Advertising Conference 
held in London can also put in 
a “likeness” claim. The symbol 


version 
(above) and (right) 
International Ad- 
Confer- 
ence symbol. 


for that event was pen and pen- 
cil bearing flags—one flag carry- 
ing a globe, the other an =” 
with an ear y 
attached to it. 

Who copied whom? 

Nobody, in all probability. 
But one thing is crystal clear: 
the Reimann . School—whose 
founder lent us the illustration 
seen on this page—had an eye 
to business first. 


LAWYER called us and 

asked the identity of the 
writer of a letter which appeared 
under a nom de plume. Re- 
fused the information, he com- 
plained: “But you say ‘name 
and address supplied’—why not 
supply them to me?” 


asked for a copy of the August 
Heiress. It was pointed out that 
it would not be published until 
the end of July. Asked why the 
hurry, she said: “Well, I've just 
seen your advertisement in AD- 
VERTISER’S WEEKLY and it says 
‘Make your reservations now’!” 


TO-MORROW'S TOPICS 


considered by the Association 
of Health and 
Resorts. 


® Growers anticipate a consider- 
able increase in the branding 
tomatoes and cucumbers 

next month. 


. © Trade research shows that the 
increasing preference for 
cooler clothing opens a big 
potential market for tailors. 


® Increasing competition in the 
electric light lamp market will 
bring heavier advertising in 
the autumn. 


e the effect on the 
of the lung cancer 
scare, another brand of 
cigarettes is being considered 
for early marketing. 
®Even the bi and most 
reputable British firms are 
now considering the potential 
of markets the Iron 
Curtain. 


® Falling off in demand for 


© Big new advertising drives by 
the clothing industry next year 
will feature slacks and jackets 
made of a blend of synthetics 
and wool 


ROUND TABLE 


Transportation advertising? 


ask MASONS 


33, NORFOLK STREET, STRAND, LONDON, W.C.2. 


Phone: Temple Bar 2044 
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I just had to happen! We might almost say we 
were driven to it by the overwhelming success of the first issue in March. 
Success itself was inevitable —because House Beautiful in a new, refreshing way, is devoted 
to the practical side of the subject nearest 
to the thoughts of millions of people, their SN SN ea \ 
Ne pS 2 for the June issue, octobe r onwards 
: ! rom 


So Epes becomes a monthly \" WS WS \WN 


ae. SAME SELLING PRICE 
House Beautiil, ,. SAME ADVERTISEMENT RATES 


... and, we confidently predict, the same inevitable success. 
Details of new press dates will soon be available : in the mean- 
time, keep House Beautiful in mind for your Autumn schedules, 


OLIVE A. BIRD, Advertisement Manager, 
HOUSE BEAUTIFUL, THE NATIONAL MAGAZINE CO. LTD, 
28 30 GROSVENOR GARDENS, &.W.1. (SLO 4591) 
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‘All out’ advertising is in prospect for 
the electricity supply industry 


Fe Sie of Ge top level eeenires f the clectielty exualy 


associations meet at 
development. 


, together with representatives of manufacturers’ and allied 


industry 
British Electric Power Convention at Eastbourne next Monday for a four-day discussion on electricity 
This event is of special interest to advertising because for the first time since the war the delegates will meet free 


from the shadows of restricted promotional activities. This survey of the shape and scope of electricity advertising has been 


contributed by G, A. T, BURDETT, who has 25 years’ experience in the electrical 


IN former years the shortage 
of electricity generating 
plant with its attendant load 
shedding and power cuts, pre- 
cluded the employment of 
advertising containing pro- 
motional elements. With the 
lifting of the ban on adver- 
tising vastly increased sales of 


electricity are confidently 
expected. 
Area glectricity boards which 


have had difficulty in providing 
sufficient revenue to balance 
costs, use of restricted de- 
velopment, now confidently look 
forward to better trading results 
and good surpluses to plough 
back for the benefit ot con- 
sumerfs. 


Direct selling expected 


Manufacturers of electrical 
equipment, and in particular of 
domestic electrical appliances, 
were also hit severely by the 
ban on electricity advertising. 

In supporting the convention 
by displaying their products at 
the concurrent exhibition, these 
manufacturers expect to do direct 
selling instead of just “showing 
the flag” as in previous years. 

The es in policy from no 
promotional advertising to full- 
scale publicity is being watched 
both by advocates and oppo- 
nents of advertising—as well as 
by friends and enemies of the 
nationalised industries, 

Official electricity advertising 
does not, however, wait for any 
mandate from the Eastbourne 

thering to get under way. In 
act, policy making is not an 
object of the Power Convention 
because its functions can more 
accurately be compared to the 
Advertising Conference. The 
papers presented are largely 
technical but give opportunity 
for discussion on current and 
even controversial topics—such 


as advertising. And _ while 
engineers, in common with 
accountants, are at the best 


“lukewarm” supporters of adver- 
tising, there are many holding 
highly responsible positions, up 
to and including chairmanship 
of area boards, who make no 
secret of the fact that the clec- 
tricity supply industry's future is 
vitally dependent upon adver- 
tising. 

The first stage of the elec- 


tricity advertising campaign is 
already operating. The first ad- 
vertisements in the “Electricity— 
a power of good” series are 
already appearing and the plans 
are ey to intensify the attack 
during the coming months. 


Attitude to advertising 


Usually it is possible to form 
an opinion of the industry's atti- 
tude to advertising during the 
annual conference organised by 
the British Electrical Develop- 
ment Association when at least 
one paper deals with publicity. 

This year's conference met in 
London and was a four-day 
affair attended by 740 delegates 
drawn from the commercial 
development sections of all area 
boards and from the Central 
Authority. The case for pub- 
licity was put forward and dis- 
cussed and because many of the 
delegates who attended the 
London event will also be at 
Eastbourne, continuity of 
thought will be provided. 

The publicity organisation of 
the electricity supply analy 
differs from the other national- 
ised industries and 
vices. There are t 
to it. 


ublic ser- 
levels 


At the top there is the British 
Electricity ang Ker Central 
Authority) which, besides oper- 
ating all power stations and the 
high voltage electricity trans- 
mission network in Britain 
(except the North of Scotland), 
lays down the main policy for 
the industry and this includes 
publicity. 

The British Electricity Author- 
ity (B.E.A.) in turn delegates the 

ublicity to the British Electrical 

evelopment Association 


(E.D.A.) which is a non-profit 
making organisation derivin 
most of its revenue from Britis 
Electricity. 

In this function the E.D.A. is 
akin to an advertising agency 
except that it makes no profit, 
does not book press advertising 
space and is not therefore a 
recognised advertising agency. 
For space booking E.D.A. (or 
the B.E.A. through E.D.A.) em- 
ploy a _ recognised advertising 
agency. 

The publicity campaign con- 
ducted by E.D.A. is largely pres- 
tige, although it does give a 
strong lead to direct selling. 


The area boards 


The campai “Electricity—a 
power of good” is more prestige 
than direct advertising which 
for the electricity supply indus- 
try is, in the main, conducted by 
the 14 area boards. Two of 
these are in Scotland; one 
covers the Greater London Area 
and another South Wales. North 
Wales is combined with Mersey- 
side and the remainder are in 
England, with boundaries rough- 
ly Pret yan to those of the 
regional areas. In addition there 
is the North of Scotland Hydro- 
Electric Board, an_ entirely 
separate organisation, as also 
are the electricity undertakings 
of Northern Ireland, Isle of Man 
and the Channel Isles. 

When the Electricity Re- 
organisation (Scotland) Bill be- 
comes law, the two Scottish 
Boards will be merged into a 
newly created South of Scotland 
Electricity Board which is ex- 
pected to be set up on April |! 
next. This reorganisation will 
not, however, affect publicity 


Moderate one year expenditure on advertising 


Area Electricity Board 


| 
| Total Percentage | Per 
of revenue consumer 
58,104 0-187 8-50 
23,977 0-149 5-85 
24,933 0-132 5-78 
28,916 0-313 11°56 
60,166 0-237 10-43 
16,316 | 0-091 3-76 
76,232 | 0-309 16°51 
20,059 0-166 9-82 
16,552 0-108 5-44 
30,420 0-137 5-95 
| 23,227 0-161 7-15 
42,855 0-150 7-33 
14, 0-260 9-67 
14,760 | O18 | 4°86 
i 


except that the B.E.A. efforts will 
be confined to England and 
Wales. 

Each of the 14 area boards is 
a separate entity within the 
B.E.A. organisation and as such 
is responsible for its own 
advertising. 

The accompanying table gives 
a year’s expenditure by eac 
the area boards uring a 
moderate-spending period and 
serves to show how the appro- 
riations differ between areas. 
he Eastern Board, which has 
the second largest total figures, 
has a long tradition of advertis- 
ing because it embraces the 
residential areas of Harrow, 
Hendon, Wembley, Hertford, 
etc., which, before vesting, were 
supplied by the Northmet Com- 
pany Undertaking whose support 
of advertising methods is still 
memorable. The Midland area 
takes in the wide areas formerly 
supplied by the Edmundsons 
Electricity Corporation — also 
with a long and strong adver- 
tising tradition. This does not 
mean that the other areas do not 
believe so firmly in advertising 
for the restriction placed on the 
promotion of electricity has 
affected different areas’ in 
different ways. 


Boards appoint agencies 


The current year’s figures 
should show a substantial in- 
crease. Additionally it is esti- 
mated that E.D.A. will spend 
£250,000 on publicity, excluding 
films. 

As regards the administration 
of advertising, each area board 
appoints its own agency in the 
manner any commercial 
undertaking, and uses the ser- 
vice to a greater or lesser extent, 
depending upon the publicity 
establishment of an individual 
board. It is, however, common 
for a board to use its agency for 
press advertising, print produc- 
tion and exhibitions—t last 
named more often in an advisory 
capacity. 

Exhibitions take 
the form of agricultural shows 
when the respective boards co- 
— with E.D.A. in a com- 


weekly newspapers. Some sup- 
@ Continued on page 536 
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EVERYTHING FRESH 


SELLS 
BETTER 


If you have any doubt that this applies even more to 
advertising than to fish, please allow us to convince 
you. Fresh ideas sell. Stale ideas bore, Our clients’ sales- 
figures prove it. In the most consistent and gratifying 
way possible. Robert Sharp and Partners, ; Wyndham 


Place, London, W.1. Telephone; Ambassador 1471-2-3-4. 
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For | 
Complete Weekly 
Coverage 


of the 
Furnishing 


Trades =- 


Furnishing World holds @ A so-wd 
able reputation as the = 
Weekly Journal of the Fu ged 
and Furnishing Trades. _ 
published twenty-four hours a e 
of any contemporary, tiga 
readers abead-ol the-time® " 
news of trade trends and a md 
ments and speaks with autho | 
y section of the allie 


to ever 
Furniture-making and distributing 
trades. pees 


{ retail 
Its coverage ° 
influence and the esteem in which 


it is held, make Furnishing World 
the logical medium for 4° 
campaign addressed to the Fur 


nishing retailer. 


Send for ® “PY and Rate 
Card NOW! 

the 
’ ing Weekly Journal of 
Sm Furnishing Trades 


Furniture and 


Fur 


ing 


190 FLEET ST. LONDON, E.CA4 


Tel: CHAncery 8844 
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port is given by outdoor dis- 
plays largely in the form of 
posters sited on the board’s 
own premises. 

Services provided by E.D.A. 
to the area Sosade are many and 
varied. They include films, 
sponsored by E.D.A.; booklets, 
lectures and sales promotion; a 
quarterly magazine for distribu- 
tion to consumers, lectures and 
technical advice; public rela- 
tions, and technical reports on 
whole industries. A testing house 
system has also been established 
where electrical domestic appli- 
ances and other consumers’ 
equipment are tested either at 
the request of an area board or 
upon the initiation of the E.D.A. 


Manufacturers obtaining an 
E.D.A. certificate for their 
cookers, refrigerators, water 


heaters, etc., and wiring acces- 
sories, are therefore assured of 
a ready-made outlet throughout 
the electricity supply areas. 


Three main headings 


Advertising for the electricity 
supply industry can therefore be 
summarised under three heads:— 
®@ British Electricity Authority 

Central Authority) advertis- 

g, which is prestige in form 
showing the os of power 
stations and plant capacity and 
explains policy generally and 
hints at promotion. 

@ British Electrical Develop- 
ment Association (E.D.A.) ad- 
vertising, which stresses the 
benefits of electricity, especi- 
ally to the housewife, through 
the medium of the national 
press, creating the desire to 
own electrical kitchen and 
labour saving devices. 

@®Area board advertising 
through the medium of the 
local press, urging the house- 
wife to buy electrical appli- 
ances and to use more 
electricity. 

In short, the B.E.A. tells the 
public that it produces the 
electricity and has available plant 
power to meet demands; E.D.A. 
advises the public to use elec- 
tricity; while the area boards 
with their local knowledge of the 
habits of consumers advise how 
best to apply it. 


Change from pre-war 


This outlook represents a 
marked change rom _ that 
existing before the war and is 
due largely to the change in the 
electricity organisation. Before 
nationalisation there were over 
600 separate electricity under- 
takings, most of which were 
municipally owned, and servicing 
the cities and other densely 
populated areas. Publicity was 
almost solely confined to posters, 
and sales development conduc 
through the medium of outdoor 
sales representatives, viz., can- 
vassers. The only co-ordinated 
publicity (with very little press 
ey was that undertaken 
by the British Electrical De- 
ponent Association and by 
the larger company undertakings 


operating over widely scattered 
and sparsely populated rural 
areas. 

It is now the policy of British 
Electrici to undertake co- 
ordinat national advertising, 
and widespread yet intensive 
local advertising, backed by per- 
sonal contact of outdoor sales 
representatives and showroom 
assistants. 


> 
‘Softening up’ process 

There is a fourth arm to the 
advertising campaign: that con- 
ducted independently by elec- 

trical manufacturers. 
Advertising by the electricity 
supply industry does, without 
doubt, help manufacturers in 


appliances are sold through re- 

ers, department stores or via 
a board’s own showrooms, the 
board gets revenue from 
additional units used. 

The electricity authority is 
aware that it is not the only 
outlet for manufactured products 
and it appreciates the need of 
the British manufacturer to 
export domestic appliances to 
the highly competitive overseas 
market. It also appreciates, as 
does the motor industry, the 
need for a stable home market, 
so that through mass production 

rices attractive to overseas 

uyers can be made possible. 
High officials in the industry 
have often publicly stated their 
appreciation of t problems, 
while representations to 

government to cut or reduce pur- 
chase tax on domestic appliances 
have stressed these points, and 
have met with some success. 

During the Eastbourne Power 
Convention it is expected that 
opportunities will be taken by 
leading speakers to drive these 
issues home. Further, many 
domestic appliances still carry a 
purchase tax burden and it is in 
this field that Britain badly needs 
to develop a market overseas. 
The paper “Electricity in the 
modern home” to be presented 
by Dame Caroline Haslett (who 
has been connected with the elec- 
trical industry for 30 years and 
is a member of the British 
Electricity Authority) should 
provide the opportunity for a 
discussion of this vexed question 
with a view to further action. 

Whatever the outcome of the 
convention, everyone concerned 
with the advertising and pub- 
licity of electricity can expect 
a more vigorous — to be 
adopted by the manufacturing 
and electricity supply industries 
in coming months. They are 
going all out for the domestic 
eld without neglecting industry. 
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WHEREVER YOU GO YOU ALWAYS SEE AN 


ACGME sien 


OF ENFIELD 


Whenever you feel like saying ‘ That’s a good sign!” 
— well, the chances are that it was made by Acme. 


You always see an Acme sign because it is 
distinctive — by every standard: design, | work- 
manship, colour and finish. 


Almost all the well-known names appear sooner 
or later on Acme signs. Why not join them now? 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Showrooms: 9 SOUTH MOLTON STREET +« LONDON W 1 : Telephone: GROsvenor 7458 
Head Office & Works: Paragon Works - Enfield - Middlesex - Telephone: HOWard 1651 
Showrooms also at Crown Buildings + James Watt Street - Birmingham 4 - Telephone: Central 2325 
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Advertising Case History-52 


HIS IS the half-century anniversary year for Californian 

Poppy perfume, marketed by Josephine Kell Lid. To cele- 
brate this achievement, the makers of the perfume, while always 
active advertisers, are using varied and original promotion ideas. 


perfume through womanhood and 
then passes it on to her daughter. 
Thus grandmother, daughter and 


THRowss 50 years Cali- 
fornian Poppy has withstood 
countless changes in fashion 


and foibles. Quality and %#nd-daughter use it. 

formula of the perfume 

remain unchanged, and it is Romance the theme 
unusual in the perfume world Throughout the advertising 


for one low-priced brand to 
have lasted so long. To a great 
extent the popularity has been 
maintained because of adver- 
lising: 

When the perfume first gained 
success in its early years, other 
makers tried to imitate it. None 
met with success. 


Young girl appeal 


The price, pack and advertis- 
ing campaign from the beginning 
were designed to appeal to the 
young girl just out of school, the 
girl starting her first job, and 
the girl who likes jazz and dance 


theme has been “romance.” This 
has taken form in romantic pic- 
tures of couples dancing and 
boating by moonlight. Hints 
to romantic young ladies as to 
how to be a success at a dance, 
how not to be a wallflower, how 
not to “glow” when you get warm 
dancing, and how to make your 
face 3% and be generally femi- 
nine, ve been put across by 
clever copy written by a “cosy” 
woman. 

At one time society queens 
were pictured at Lord's and 
in their salons in advertise- 
ments, proclaiming how they 
adored Californian Poppy per- 
fume. A “sporting campaign,” 


halls: in fact the young girl's brought in very good sales. 
“first perfume.” While the age One item in this depicted 
of the users is mainly between young ladies failing terribly 


16 and 24 years, there is a tradi- 
tional trend in its use. Very 
often the young girl wears the 


on the tennis court, but yet 
receiving all the young men's 
attentions afterwards by per- 


A two-page colour editorial devoted to Californian Poppy in “Vanity 

Fair” is in keeping with the current flower vogue. In mounted form 

this editorial makes an effective window card for display in chemists’ 
shops. 


How a perfume has been 


advertised for 50 years 


The “Girl with the 
fan”—a _ romantic 
motif used exten- 
sively throughout 
current Californian 
Poppy promotions 
including national 
advertising, song 
sheets, dance 
booklets, display 
cards and posters. 


sonality and charm derived 

from using Californian Poppy. 

Love, romance and happiness 
for the young girl have been 
the basis from the start, and 
the romantic theme is being con- 
tinued through this year. 

The advertising media used 
have been popular women’s and 
teenagers’ magazines, dance pub- 
lications, beauty and film star 
magazines. 

In 1934 a decision was made 
to launch out into the news- 
paper field. It was decided to 
confine such newspaper adver- 
tising to the high-circulation 
“Daily Mirror.” This is still 
the only national newspaper in 
which Californian Poppy is 
advertised. 

Poster advertisements were ex- 
tensively used last year in Lon- 
don Transport stations. 


Light and dark 


During the last few years the 
trend among beauty writers has 
been to encourage women to have 
two perfumes on their dressing 
tables. One type, for day use, 
should, it is suggested, be a light, 
delicate fragrance. The other 
should be a heavier scent for 
evening wear. In view of this, 
the company developed a lighter 
essence of Californian Poppy to 
sec in with the vogue. 

his new scent, which takes 


Before the last war 
society queens were 
pictured at Lord's Se 
in Californian os 

Poppy advertising. : 
One item in this 
“sporting cam- 
paign” illustrated 
how a girl could 
be a failure on the 


\ eee 
Y ‘ = ~. 


tennis court yet 
still be much 
sought after be- 
cause of the use 


of the perfume. 


LORDS ~ and of course Letions 
— ° Tie. 
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CALIFORNIAN POPPY 


_... Perfume en he 


the form of a “perfumed 
cologne,” was introduced last 
year and has already met with 
outstanding success. pro- 
motion theme now is that the 
two types form a “perfume ward- 
robe” with the cologne for the 
day and the perfume for the 
dark 


Manifold uses 


Beauty writers followed up 
this perfume “wardrobe” idea by 
drawing attention to the many 
ways in which cologne could be 
used. The young _ was in- 
formed that she could use it for 
setting the hair. Also she could 
saturate a piece of cotton wool 
with it and tuck it into the hem 
of a dress or the lining of a hat. 
Some could be added to lingerie 
rinsing water. Again, she could 
sprinkle a little on the ironing- 
board, spray the wall of the 
wardrobe, use it in the bath, on 
the wrists, forehead, and so on. 

As a result of this kind of 
editorial, young girls are using 
more cologne than they have ever 
done before. 

One of the most important 
aspects of perfume merchandis- 
ing is the choice of the package. 
Perfume does not sell itself with- 
out attractive, striking or original 
packaging. The company ve 
always studied this question care- 

@ Continued on page 540 
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Three 


able senior men 
wanted by 


ag 


539 


ADVERTISER'S WEEKLY 


ood agency 


|. An advertising man to function principally as an EXECUTIVE 


2. An advertising man to function principally as a COPYWRITER 


ALL THREE MEN must be of group-leading calibre and 
between thirty-five and the early forties. 


THE Executive will have done a considerable 
amount of creative work, including campaign planning, 
and will have succeeded at it. Out of doing this with a 
sense of responsibility he will have come to realise the 
supremacy of the business issues and the need for a dis- 
criminating use of modern tools, such as research and 
special merchandising. His experience will have blended 
into an advertising man of foresight and mature mind, 
able to state an accurate definition of a marketing situation 
and to give clear and constructive guidance on what should 
be done in merchandising and advertising, and why. 


THE COPYWRITER will not have let experience 
diminish his ideals, his talents or his fecundity: for the 
agency hangs on to its ideals and tries to do creative work 
that is outstanding in its aptness. Tioroughness is the 
keynote—in evaluating the brief, in getting to the funda- 
mentals, in working out sound alternative treatments. 
Though a senior, this man will wish to get out and meet 
trade and consumer. 


THE VISUALISER will be as much an inventor of 
campaign themes as any of his colleagues. He will be an 
assessor as well as a maker of ideas and treatments. His 
drawing and design will be of the first order, and his 


3. An advertising man to function principally as a VISUALISER 


practical knowledge beyond question. His knowledge of 
artists will be wide; his interest in finding new talent will 
be a passion. He could be a successful art director, but 
prefers to be free of admin. 


EACH OF THESE MEN must be a practical agency 
chap yet must be capable of dreaming dreams and chal- 
lenging dogma. The agency is well known, of middle size 
and is well staffed for existing work. In deciding to make 
these appointments it is once more anticipating require- 
ments and trying to provide the best and most varied 
resources. These three will form the nucleus of an additional 
team. 


If you feel one of these might be the job that will 
give you scope, and reward in all ways your skill and exper- 
ience ; if you have of late been giving rather sober thought 
to your future, please send a summary of yourself to the 
Managing Director “Agency”’c/o Millett & Co. (Solicitors), 
85, London Wall, E.C.2. If there is an agency you do not 
wish to know of your letter, put “Not to be forwarded 
to...” on the inner envelope and it will be destroyed 
unopened. ; 

This advertisement is intended to comb the market 
for the ablest men. 
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WILLING'S PRESS GUIDE 
1954 


with the NEW 
3-times a year SUPPLEMENT 


The new Press 
Guide Supple- 
ment will be 
published every 
year at the begin- 
ning of August, 
November and 
February. 


The 80th Edition of the Willing’s Press Guide is now on 
sale, price 21/-. You'll find it as invaluable a book of reference 
as ever, with several new features. It is now in a new bind- 
ing and has an improved typographical layout. And it marks 
the beginning of a new Supplement service! 


June 10, 1954 


© ADVERTISING A PERFUME -continued 


This counter display card shows 

two current bottles and packs. 

The new pyramid pack is on the 
right. 


fully and their packs are fre- 
quently changed. Two recent 
novelty packages were an attrac- 


| tive cofret containing four gaily 
packed bath cubes and a bottle 
| of perfume, 


and a _ pyramid- 
shaped ck for the perfume 
alone. his sort of effective 
packaging renews the product’s 
interest to beauty writers thereby 
keeping the brand name before 
the public through the medium 
of editorial comment. 


Three main ideas 


Originally sold through 
chemists the decision was later 
taken to market Californian 
Poppy through a big chain store. 
Woolworths took up the line and 
at the present time the majority 
of the sales are through them. 

An active promotion. pro- 

ramme is now in operation, 
hree of the central ideas created 
to celebrate the half-century 
anniversary this year are: 
@A waltz booklet. 
© A song sheet. 
® Participation in a fashion 
show now touring the 


Counter display card introducing 
the new perfumed cologne. 


fashion in short evening dresses. 
he company arranged for this 

dress to be modelled in a fashion 
show now touring Mecca ball- 
rooms. While the dress is being 
shown, the perfume is sprayed 
around the model. Thus some 
150,000 prospective buyers have 
minded of the 


nian Poppy perfume. 

The present “romance” adver- 
tising campaign centres around 
“The Girl with the Fan.” A gir! 
is shown peeping coyly over a 
fan with the words “The per- 
fume that murmurs love me” 
printed across the front. Adver- 
tising material generally, posters 


. 
} Points for advertisers 
O a great extent the 
popularity of Californian 
Poppy perfume has been 
maintained because of adver- 
tising which has been care-} 
} fully adapted to the changing 
fashion of the times. At one 
time society queens were) 
} featured and at another sport- 
}ing activities were given em-‘ 
phasis .. . but throughout 3 
| the 50 years of the history of ; 
this perfume the dominating 
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Every Press Guide Subscriber, if he so wishes, will be 


country. 
The waltz booklet—which in 
mailed one of these Supplements post free on the first day 


copy and illustration describes 
every phase of the waltz—was 


< 
e=) 


tele 


Pee ee 


ee: 


Sit 


of August, November and February. This 3-monthly service 
will keep him notified of all amendments during the 
previous three months and offers him unrivalled accuracy 
in his dealings with the Press. The Guide itself will con- 
tinue to be published regularly on the 1st May. The cost of 
the Supplements will be 10/6d. per annum, 


offered in a two-minute commer- 
cial programme over Radio 
Luxembourg. Over 8,000 requests 
from all over Britain were 
received for it. 


A theme song 


The song sheet carried a “Girl 


and the song sheet, are all 
on the girl and fan. 

The “romance” theme is con- 
tinuing and will, in fact, be 
intensified. Soon, a man will 
also be shown behind the fan. 
Leading 


¥ 3 : dress designers and 
be Complete and return this with Ge sf oils on - peetien writers are currently tel- 
i, ; | cover. Entitled “Silhouette,” ing women that they should look 
a Order Form for the Guide song was written for and signed like herbaceous borders. “Wear 
& and a specimen copy | , “M _ Cee Pop a a your hair, fill your 
sf the Supplement. 1954,” e song sells at a shill- mes wi em. Wear flowers 
ee of “PP , ing through Woolworths and is on your hats, dresses and coats. 
sy om given away at the fashion Wear flower jewelry,” they are 
av | Willing’s Press Service Ltd., 356, Gray’s Inn Road, London, W.C.1 ’ -y well-known theatrical de- told. 

& NAME ee signer created . ae 

i evening gown for “Miss Califor- 

¥ ADORESS - REE. ogre a) Se nian Poppy 1954.” In brilliant 

Ry pavers . a eS red chiffon, the dress has a poppy a future move in the Californian 

ibe effect and follows the current Poppy advertising campaign. 
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FROM MARCH Ist 1954 
at 


HARRINGAY ARENA 
GREEN LANES, N.4 


WONSORED BY Tre EVANGELICAL ALLIANCE 


Crusade Headquarters : KINGS BOURNE HOUSE, 16-20 GATE STREET, LONDON, W.C.2 
to Holborn Tube Staten Entrance in Mew Turnstile Telephone CHANCERY 2548 (5 linen) 


| Adyocert 
opposite |! 2 High Molbern) 
28 May, 1954. 


George Dodson-Wells, Esq., 
Commercial Advertisement Officer, 
British Transport Commission, 
Cranbourn Chambers, 

Leicester Square, 

LONDON W.C.2. 


Dear Mr. Dodson-Wells, 


My campaign in this Country is now drawing to a close 
and before I return to America I would like te express 
my appreciation, through you to the British Transport 
Commission, for the wonderful effect the advertising 
you have carried on your buses and stations has had. 


You may like to know that each night we have had 
12,000 people at Harringay Stadium, and thousands of 
people listening over relays nightly in nearly 200 
different places and finishing up with 187,000 at 
White City and Wembley making a total of 1,756,304. 

I am quite positive the remarkable pulling power of 
posters on British Transport sites has contributed in 
large measure to the success of our campaign. 


With all good wishes, 
Yours sincerely 


* Not by might, nor by power, but by my Spirit, saith the Lord of Hosts.” Zechorioh 4 : 6 
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ADVERTISER'S WEEKLY 


did you know 


that on the Ist of July, 


Granthams of Reading are celebrating 
their Diamond Jubilee. 


si : ‘ @ During the past 60 years this well-known Agency 
: = a — oC has earned an enviable reputation for integrity 
; # ~—=ie5 aan @ No client has ever been too big, no client has ever 


been too small and every client receives personal 
attention, 


e@ Granthams of Reading is, as it always has been, 
at the service of those who want the maximum 
results from their advertising allocation. 


cae 8 ’ ~~) Sa wat ; aovenrissue 
a : ’ 4 we . " , : 
feel. ) . ‘ J Zi 


| 7 Head Office: Valpy Street, 
ae me - an ate” Ln \ 7; em Reading. Telephone 60295 


eee 


New Residents ! ! 
e New Enterprises ! ! ! LUTON 


BS Hops, Agriculture !!!! | ses HITCHIN 

Ray: WATFORD 
DUNSTABLE 
HARPENDEN 
BLETCHLEY 
AYLESBURY 

LEIGHTON BUZZARD 


Kent $<SnasexConricr | | yur eqMTeS ENSPIPERS GRUP 


(every Friday Price 34.) 


We can offer complete coverage in 
‘the thriving and prosperous area of 


West Kent and East Sussex. 
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1,000 square miles of Beds, Herts and Bucks is the area through 
which our eleven individual loca! newspapers circulate. 


A.B.C. Circulation 43,466 weekly. PER TRADE 

“ it |S /= Ee 

Se | Head Office :— A.B.C. NET WEEKLY SALES + JULY—DECEMBER 1953 
‘a COURIER BUILDINGS, TUNBRIDGE WELLS. 129,729 


Tele 2100 (6 lines). 


Rate Cards for the Group or individual papers on request. 
Branches +—~ REPRESENTED IN LONDON BY 


TONBRIDGE, SEVENOAKS, HAWKHURST, WESTERHAM, EAST WILL KITCHEN Jr. Ltd., 131 FLEET STREET, E.C.4 


GRINSTEAD, CRAWLEY and CROWBOROUGH. Phone CENtral 1960. 


Head Office: MANCHESTER STREET, LUTON 
Phone Luton 5050. 
Advertisement Manager: C. W. GILDER. 


Lenden Office: 69 FLEET STREET, E.C4 + (Tele CENtral 9711). 
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‘Advertiser’s Weekly’ Market 
Investigation Team visit— 


THE HOME COUNTIES 


$43 


A concentrated market with the 
biggest per capita buying power 


Many manufacturers have gone to the Home Counties in order to try out a new product for 
the reason that it represents a high spending region. For example, there is a greater propor- 


tion of incomes above £500 in the component 


F YOU were to ask five 

people to define what they 
would call the Home Counties, 
it is more than likely that you 
would be given five different 
definitions in reply. So far as 
this survey is concerned, how- 
ever, let us make it clear that 
the area which we are about 
to cover embraces the London 
and South-East Government 
Standard Region, with the 
addition of the counties of 
Bedfordshire, Berkshire, Buck- 
inghamshire and Oxfordshire. 

We propose to examine it as it 
might appear to a manufacturer 
wishing to launch a new cosmetic 
range at a popular price. His 
reasons for choosing particu- 
lar area, which is sometimes 
styled “London and its dormi- 
tories,” might be related to the 
fact that this section of the 
country represents a _ highly 
populated, concentrated market, 
with the highest per capita pur- 
chasing power in the oo 
These factors have been partly 
responsible for the selection of 
this area by so many manufac- 
turers who use a section of it to 
try out a new product. 


London sets fashion 


Equally important, however, 
particularly in a field such as 
cosmetics, is the fact that London 


frequently sets the fashien for the . 


rest of the country. 

The total female population 
of the Home Counties is about 
6,400,000. Clearly, however, not 
all these women can be regarded 
as potential consumers, Nor can 
we automatically assume that all 
adult women come into our cate- 
gory because we first have to 
ascertain how many of them are 
currently using cosmetics. Fortu- 


nately, the Hulton Readership 
Survey can give us some help 
here. 

According to the 1953 survey, 


70 per cent of all women aged 
16 and over were users 0 
cosmetics of some sort. Further- 
more, Hulton is able to confirm 
that cosmetics are used pro- 
gressively more at the higher end 
of the social scale than at the 
lower, and more among younger 
women than among older. 

The following table indicates 
the women who used some type 
of cosmetic during the seven days 
prior to interview : 


area than in the rest of the country. 


ing to note that we have here a 
higher than average proportion of 
upper and middle class house- 
holds, particularly those in social 
class IIL. 

The social class of a woman, 
too, not only determines the 
extent to which she buys cos- 
metics, but also the type and 
brand which she buys. It is weil 
known that the marketing of this 
type of product has peculiar 
hazards because of the influence 


Social class group 


Percentage 
| AB Cc DE Total 
ee 98 97 93 94 
25-34 98 96 88 9 
35-44 94 91 16 8! 
45-64 88 4 50 61 
654 55 37 16 4 
. oe _ ——— 
j | Ss doe 87 78 66 7 


Source—Hulton Readership Survey, 1953. 


Hulton also used a stricter 
definition in order to classify 
women as “beauty conscious.” 
To qualify for this description 
they had to have used any of 
four of the less common types of 
cosmetics (i.c., cleansing prepara- 
tions, rouge, nail varnish, 
mascara). On this basis the sur- 
vey stated that 41 per cent of 
women were “beauty conscious.” 

We can, of course, use the data 
supplied by Hulton and apply it 
to the number of women in each 
age-group in the Home Counties 
in order to arrive at a closer 
estimate of potential buyers of 
our cosmetic range. 

The figures quoted are for the 
London and South - Eastern 
Region only, because complete 
details for the other counties are 
not yet available. The same 
observation applies to the table 
which shows the social class 
distribution of the households in 
the region. In view of the higher 
use of cosmetics in the upper 
social class group, it is encourag- 


of “snob appeal,” of fashion and 
of tradition. The market research 
required would, on these counts, 
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Picture by Gala 
HIS market analysis of 
the Home Counties has 

been approached as if the 

assignment were to — ~ 
new cosmetic range 

popular price. In this AM. 
there is a higher proportion 
of women in employment 

than for Great Britain as a 

whole. } 


be more than usually intricate 
and difficult, but research in this 
field has a compensating fascina- 
tion for the research man. 
Clearly, the initial surveys 
would be concerned with product 
development, thereby ensuring 
that the products are at least the 
equals of those of competitors 
and have, if possible, a technical 
“plus” which will lend itself to 
exploitation in the advertising. 


Unhappily, with cosmetics, 
technical perfection is only the 
beginning. Next come the 
packaging tests-—-to discover 


containers which will look expen- 
sive but cost little; which will 


_ reconcile practical considerations 


relating to use of the cosmetic 
with the need for glamour, and 
so on. ‘There still remains the 
overwhelming necessity of finding 
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Occupational comes and earnings 
(males aged 15 and over) 
London and Average weekly 
S. East Greater earnings during 
Region London last pay week 
in April, 1953 
ulture, horticulture and forestry os 121,000 26,900 6-13-2 
Mec ¢, eng ing Metal 10-5-4 
allied trades os 392,100 Eng. 9-164 
lorkers in wood, cane and cork 114,600 91,400 8-19-7 
Makers of and workers in paper and 
paperboard, bookbinders, printers .. 71,900 59,000 10-6-5 
Building and contracting o* 204,300 152,800 } 9-5-10 
Painters and decorators 102,700 80,900 
Administrators, directors and managers. . | 139,000 114,600 N.A. 
Transport and communications 410,200 339,500 8-10-8 
Commerce, finance and insurance (excl, 
clerical) 374,600 296,600 N.A 
Professional and technical (excl. clerical) 000 180,200 N, 
Defence services .. 138,800 87,000 N.A 
Prof liy engaged in entertainment, 
sport 32,700 26,500 N.A 
Personal service (ine!. clubs, hotels, in- re] 
stitutions) 163,800 129,200 N.A 
, typists, etc. 310,800 271,700 NA 


Sources (1) mh po 1951, 1 per cent Sample Tables. 


(2) Ministry of Labour. 
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= 


11.947 


column inches in the 
Merry Month of 
May! 


All previous records were broken by the 
“ Surrey Advertiser’ in its five Saturday 
issues in May—each containing over 100 
columns of display and classified advertising 


Remember—ONE OF BRITAIN’S BEST 
MARKETS IS COVERED BY THE 


\ Spetliz a 


A.B.C. 
MEMBER 


dverliser 


@ Largest circulation in Guildford and West Surrey. 
Mid-Week and Week-end editions. 


Head Office: Guildford, Tel: 5252. 
—. 


London: 143 Fleet St., E.C.4, CEN, 6692 


The Only Newspaper 
Printed in Sevenoaks 


THE 
SEVENOAKS NEWS 


circulates in the town and neighbouring villages 
in this residential area with its light industries. 


Offices: 49 London Read, Sevenoaks 
Works: Lime Tree Walk, Sevenoaks 


Telephone: Sevenoaks 2460 


Publishing Day: THURSDAY 


The Heme Counties 


Principal occupations of women in’ the 
London and S.E. Region 
axphoes | bos ean tot om 
ye ] 
week in April, 33 

[tember of wasn send 15 and over P 4,707,500 

Unoccupied and retired 2,904,700 

Agrcui ‘erticuliass, Sorgstey’ 7500 

ture, ture, 

‘etal manufacture, engineering and allied trades 47400 | Metal, 5-1-9 
| bide. elec. 5-7-8 
Textile workers . ; uae y 5-2-4 

Makers of textile ee ee 130,200 
Makers of food, drink and tobacco aa 16,200 414-2 

Makers of and workers in paper and paperboard, 

bookbinders, printers .. 28,600 5-3-3 
Administrators, directors, manageresses . 18,900 N.A. 
Transport and communication 45,100 6-9-1 
Commerce, finance and insurance ‘(oxcl. clerical) 189,800 N.A, 
Professional and technical (excl. 171,800 N.A. 
Personal service oe. institutions, clubs, ete.) : 456,200 N.A, 
Clerks, typists, etc. 471,300 N.A. 
teagan, posters, | bottlers 54,400 N.A. 
Unskilled (not elsewhere 88,700 NA. 


(2) Ministry of Labour 


the basis on which to build a rep- 
utation of a cosmetics “house.” 

Some manufacturers find it 
necessary to establish a connec- 
tion with Paris; others set up an 
establishment in Bond Street. 
Others, such as Gala, concentrate 
on a single cosmetic with which 
to build u —- and then use 


the popularity of the brand to 
widen the range. 

The purc of 
potential cosmetic buyers is depends 


Sources—(1) Coneee of Seppiaten, 1951, 1 per cent Sample Tables. 


we may pause to note that in this 
region there is a higher propor- 
tion of women in employment 
o- 3 Great Britain as a whole. 
rticularly true of the 
} KL ndon area. 
Another table gives in detail 
the principal occupation 
and earnings of women. As 
the case of men, we note the 
oe numbers in “white co 
a feature which is an. a 
attractive to a cosmetic manufac- 


Age groups of women in Home Counties 


Total 


Single 


715,900 528,400 186,400 1,100 
25-34 842,500 . 646,700 19,400 
35-44 905,000 139,100 720,500 45,400 
45-64 - -» | 1,474,300 300 993,500 222,500 
65+ .. os ee 769,800 143,900 254,500 371,400 
Total (15+) 4,707,500 1,246,100 2,801,600 659,800 


upon a number of variables, 
such as the earnings of the ame 
of the household and what 
portion of the women themse ves 
are employed. 

First, the menfolk. A _ tabie 
lists the principal occupation 
ups for males and the latest 
res available showing the 
average weekly earnings for cer- 
tain of those groups. 

Next, we can study 

able data for at | in oma oy- 
ment. Before doing so, however, 


Social class distribution of households 


Source—1951 Census of Population | per cent Sample Tables. 


turer because of the stress 

on personal appearance in 
a vocation. Another 
Tht in the table is the fact t 
nearly half a million women are 
engaged in rsonal service, 
which covers clubs, hotels, hospi- 
tals and other institutions—a 
miscellaneous group, 
but again one in 
of cosmetics is likely to be high. 
Another group which would 
probably repay special attention 

@ Continued on page 545 


laid 
this 


London and 
S.E. Region only 


No. of households % 

whose head was 

classified as social 
ee 


Total number of 
households .. 


3,410,500 | 100 2,647,900 | 100 


Source—1951 Census of Population | per cent Sample Tables. 
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The Home Counties 


is that styled “transport and com- 
munications.” 

Finally, we must make an effort 
at an overall assessment of buy- 
ing power in this region. This 
can be done, on an approximate 
basis, by reference to the data 
published by the Commissioners 
of Inland Revenue which are, 
however, only available region- 
ally for the financial year 
1949-50. 

Chemists are still the principal 
outlets for the sale of cosmetics, 
although recent years have seen 
the infiltration of such items as 
face cream into grocery shops. 
Of course, there is also a large 
turnover of all types of cosmetic 
in the department and chain 
stores. 


Test campaign facilities 


From the viewpoint of adver- 
tising facilities as well as that of 
distribution by outlets, the Home 
Counties area readily lends itself 
to a new launch or a test cam- 
paign. Outlets for advertising 
are many, ranging from the 
evening press, the local weeklies, 
London Transport publicity and 
the cinema to outdoor sites. The 
region is in the happy position of 
being served by three evening 
newspapers and by a _ great, 
solidly established local press, 
radiating through the vast conur- 
bation of Greater London to the 
county areas where its influence 
tends to grow Yather than 
diminish with the movement of 
population from the inner 
London region to the new 
satellite towns. 

The Greater London area 
alone is served by just over 200 
local newspapers. In this area 
we find a number of papers 
associated in a series and cover- 
ing a wide area at a combined 
rate: the “spheres of influence” 
of some of these groups extend 
far beyond the boundaries of 
Greater London itself. 

Readership of the local week- 
lies is higher in the South-East 
area than in any other. 

In considering the Home 
Counties for our test campaign, 
we must not lose sight of the 
facilities provided by London 
Transport vehicles and stations. 
More than 28 million passengers 
use London Transport stations 
in an average week; that is to 
say, two millions in the morning 
and two millions in the evening. 

With such density of popula- 
tion as we find in the Greater 
London area, the opportunities 
for poster publicity are particu- 
larly good. 

Finally, a word about the 
cinema as an advertising medium 
for our product. Young people 
between the ages of 15 and 25 
go to the cinema on the average 
almost twice as frequently as 
people in any other age group. 
This is important when we con- 
sider the structure of our 
cosmetics market. The number 
of attendances by males and 
females do not appear to be 
significantly different. 


Largest Net Sale in Hint 


* KENTISH TIMES — 


THE POPULATION OF KENT 


has increased since the 1931 census by approxi- 


mately 30%. 


In the same period the average weekly net sales of 
the “Kentish Times” Series have increased by 


nearly 240%. 


FROM 25,600 IN 1931 TO OVER 


85,000 in 1954 


THE LARGEST IN THE COUNTY 


KENT'S BEST MEDIUM | 


HILL & SHERWIN Ltd. 


6-8 STANSHAWE ROAD, 
READING 


& 


POSTER ADVERTISING 


in the following areas: 


READING * HENLEY ~ MAIDENHEAD 
CAMBERLEY - BRACKNELL ~- FARNHAM 
NEWBURY ~- BASINGSTOKE ~- ALTON 
FARNBOROUGH - ALDERSHOT 
WHITCHURCH (Hants), and surrounding 


Telephone : 
READING 4071-2 


districts. 


NO UNEMPLOYMENT! 
... HIGH WAGES !! 


0 


m> FP” SLOUGH & RESIDENTIAL 


SOUTH BUCKS. 


Specimens and Rates gladly supplied by 
W. T. S. ALLNUTT 


17 WILLIAM STREET, SLOUGH 


Phone | 23355 (3 lines) 


ADVERTISER’S WEEKLY 


IN 
WEALTHY 
WEST 
SURREY 


Se 
SURREY TIMES 


ONSLOW STREET 


GUILDFORD 
Phone 5028 


ai 


WOKING NEWS 
AND MAIL 


WOKING 
Phone 60 


at 


SURREY AND 
HANTS NEWS 


FARNHAM 
Phone 6444 


b4 


LONDON OFFICE : 


H. R. TADGELL 


134 FLEET ST., 
E.C.4 


Phone CENtral 3913 


— 


————t—“‘i‘“‘—OSC td 
a 545 ee 
._— | — — ——] 
a 
ee 

es | 
| 7 
a _ ' 
ee - 
ee : | 

ee a 
a oe . 
y 
a | 
a ; 
> | - ; 
Reach this ee ‘ ant | ; 

Pr es 

Market QD “a we ‘i 
trough rN | | 
“ Ae || | | 
Fe | eee : 
Estd. 18688 lll ||f a 


tite hr eww 
Pee eae 


Sia 
cae 


as 


a ts 


nie os 


pach cy 


ADVERTISER'S WEEKLY 


546 
Trade and Technical Press Viewpoint 


Campaign by laundry journal 
leads to 


A LEAD published two years 
ago by Power Laundry has 
resulted in a very positive 
approach to sales promotion 
and public relations for the 
industry. 
The directors of the journal 
invited some of the up-and- 
coming men in the industry to 
meet together for a one-day con- 
ference on salesmanship and 
ublic relations topics. The meet- 
ng gave rise to the Pall Mall 
Discussion Group. In its turn 
this has led to the formation of 
other sales discussion groups in 
the industry under the aegis of 
the Institution of British Laun- 
derers. The number of groups 
is increasing rapidly and because 
they appear mostly to be 
modelled on the pattern of the 
Pall Mall group they can be 
expected to do a lot of valuable 
work. : 
The latest project of _ this 
group was a collective publicity 
effort. Representatives of its 
1,000-strong customers’ advisory 
panel were brought to London 
(all expenses paid) for a two-day 
conference on laundry topics. 
On the debit side of laundry 
trade publicity, Power Laundry 
reports that the efforts of the 
LB.L. to provide a worthwhile 
advertising scheme on a collec- 
tive basis have failed. Only 
seven of the 61 sections of the 
organisation have voted in favour 
of the scheme, while eight still 
have it under consideration. 
* * * 


ID YOU know that the fish 
industry provides a higher 
proportion of telegraph revenue 
to the national pool than any 
other industry or group of indi- 
viduals? 1 did not realise this 
until reading a leading article in 
Fish Industry, calling on the 
Postmaster-General to give the 
industry some relief from the 
increased charges for telegrams. 
The journal put forward its 
case as a sound business argu- 
ment. 

“If one concludes that the 
traditional way to get fish from 
ship to shop and arrange prices 
is the most efficient . . . we must 
continue to be the main users 
of Post Office telegrams . . . but 
there is a very good reason why 
the Postmaster-General should 
admit that the case of the fish 
industry merits a concession. 

“It has been estimated that the 
annual revenue from telegrams 
from Grimsby is as high as that 
for Manchester. . . . But who 
will say that if the telegram so 
increases in price in years to 
come it will still be the servant 


sales discussions 


By SCRUTINEER 


of the fish industry? Several 
forms of more modern communi- 
cation are already in use... . 
A special rate for telegrams 

ted before, sdy, nine o'clock 
in the morning should be intro- 
duced. . . . If any ordinary com- 
mercial goncern were to double 
the charges of its products to its 
public, it would dic overnight.” 
* ca * 


HE APRIL issue of the 
Metal Bulletin was given 
over to a special world survey 
of aluminium: there were 128 
pages (plus covers) including 40 
of advertising. As the joint edi- 
tor, L. H. Tarring, pointed out 
in a foreword, the aluminium 
industry of the world has ex- 
perienced phenomenal growth 
during the past 20 years and the 
—- object of the special 
ue was “to make a compact 
survey of the present position of 
the world’s primary and secon- 
dary producers and fabricators, 
including a good deal of infor- 
mation not readily available 
from other sources, Also to out- 
line known and possible future 
development of the industry.” 
In the preparation of the issue 
a lot of valuable help was given 
by leading companies, associa- 
tions and individuals in the 
aluminium industry of the world. 
One article is devoted to a con- 
sideration of the use of 
aluminium foil for packaging 
purposes. 

* + * 
DVERTISE or bust! That 
was the heading in Fur 

Record to a letter from a retailer 
which was given almost full page 
treatment. After praising the 
minority of courageous fur firms 
who have helped the trade and 
themselves by their advertising 
and publicity campaigns, he said 
that since the war no fur manu- 
facturer has been bold enough 
to advertise a branded coat, 
nationally, with lists of retail 
stockists, as the cloth coat 
makers have done for years. 
He has gone on: “Yet British 
furriers can offer the British pub- 
lic a tax free fur coat at the 
same price as a cloth coat or 
simulation fur; and much better 
value. But collectively we do 
absolutely nothing to drive home 
the point to the British public. 
This at a time when the wage- 
earning Britishers have money to 
spend as they have never had 
before. . 
“Similarly, with small furs; it 
is left to our good friends Anne 
Scott James of the Sunday 


Despite the advent 
of the new Ed- 
wardians the top- 
per and its 
accessories for 
evening wear fre- 
main the sign of 
distinction — and 
British Paints Ltd., 
use it to good 
effect in their ad- 
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vertisement in the ” The Best Gloss Paint in the World” 


“Journal of Deco- . 
rative Art and BRITI 
British Decorator.” ‘* Vertical ss 


— 
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Express, and Eileen Ascroft of 
the Evening Standard, to tell us 
that small furs worn next to 
the face are kind, flattering and 
youthful to any lady, and also 
quite inexpensive |! 

“What can we do about it 
now? Can we British furriers 
forget our differences and band 
together unitedly to produce a 
worthwhile collective publicity 
plan for the fur trade, embracing 
all sections, realising that we 
must do this immediately in 
order to survive and prosper?” 

To raise the necessary money, 
this publicity-minded _ retailer 
suggested a grading plan, as 
practised by Chambers of Com- 
merce, based on the number of 
employees in a firm. This, he 
contended, would be fair to all: 
“If the plan is put into action 
immediately, by the end of July 
we could have a worthwhile 
publicity fund ready for a really 
first class, live publicity commit- 
tee to prepare for an autumn 
campaign to make the British 
public fur-conscious; to satisfy 
their thirst for information about 
furs, which is definitely alive, but 
dormant; and to realise what ex- 
cellent value British furriers can 
offer to-day.” 

K * ok 

HIS YEAR'S edition of the 

Mining Journal (published 
mid-May) contains more than 
100 articles devoted to a wide 
range of mining affairs. These 
include progress reports on over 
100 of the British Common- 
wealth’s principal mining com- 
panies, and a country by country 
review of the mining industry. 
The size of the publication goes 
to 264 pages (plus covers) and 
nearly 50 of them are taken up 
with a review of technical pro- 


ress made in mining durin 
fast year. One of the special 


features of this year’s edition is 
the appearance for the first time 
of a consideration of cadmium 
“because of its growing impor- 
tance.” There are some 120 
pages of advertisements. 

This review, published by The 
Mining Journal, Ltd., is read in 
over 70 countries. 


* * * 
SURVEY of the methods 
adopted by cheese manufac- 

turers in the United States to 
boost their product is given in 
the May issue of Milk Industry. 
Stress is placed upon the fact 
that special promotions are 
geared to regular events in the 
years calendar and pictures 
taken at the “Cheese Festival” 
are included. As an example of 
showmanship in the business of 
selling cheese they would be 
hard to beat. 

oe 6 aK 


Canaan its series of 
articles on voluntary buy- 
ing groups (see ADVERTISER'S 
Weekty, May 13, page 352), 
Hardware Trade Journal has 
spotlighted a set-up in the United 
States which dispenses with 
travellers calling on member 
shops. It is known as the True 
Value associate stores, and the 
ownership of the individual units 
remains as before. Membership 
exceeds 400. 

In return for writing their own 
orders and keeping their stock 
lists wp to date, True Value 
stores are reported to receive a 
rebate of the amount it would 
cost the organisers to put a 
salesman on the road. These 
dealers also get the benefit of 
rebates or lower costs on pooled 
advance orders via the “drop- 
shipping” method. 

Instead of salesmen, there are 


@ Continued on page 550 
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AUTOTYPE CAN TAKE IT! 


Enlargements Transparencies ; 
No, we don’t take photographs. We make enlargements An Autotype_ rear-illuminated transparency is i 
from clients’ negatives or prints. And we can take all cunningly contrived. It consists of an_ enlarged .: 
the enlargement orders you care to send us—for singles, photograph in either monochrome or colour on a 
runs, mounted or unmounted, any size you like up to special material. This stuff is transparent enough to ’ 
80 sq. ft. in one piece—in black-and-white, sepia or colour. show the picture in all its detail yet has a . 
The major part of our mission in life is enlargement-— backing to prevent you seeing the source of light. 
every job done as well as it can be done. And what It is cemented between two pieces of sealed glass 
wonderful material good enlargements are in the hands in such a way that it will never bubble or crease. 
of an imaginative designer or display man! We share Autotype transparencies can be made from a 
their pride. negative, paper print, original art work or colour 
film. As eye catchers they are winners wherever 
displayed—in shop windows, showrooms or on the 
Most of the really good ite samed 
enlargements are made by 


An illustrated folder ‘* Are you interested in giants?” and 
corr | the Autotype Prive List can be on your desk to-morrow 
a A 
if you ask your secretary to phone EALing 2691 to-day. 
THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST EALING, LONDON, W.13. EALing 2691-2-3 


Where Quality is the fast connderation 


Display produced for Beardmore A good product deserves good presentation. 
Rov Ea, oe ae Let Priestleys help to SELL your product by first rate hard- 
Messrs, Linread Ltd. J 

hitting displays, in any size or quantity. 


® Priestleys Felinisanivcen 


Commercial Rd. Glo'ster 22281-4- 9 Buckingham St.E.C.2.Tra 4277-8 - Birmingham Cen. 1941 - Manchester - Cardiff 
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advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION Ltd. 
to the notice of lead- 
ing producers and 
packers of food 


(ADVERTISING) LTD. 
use & recommend— 


FOOD MANUFACTURE 


Stratford House 


Eden Street, London, N.W.! 


FOOD MANUFACTURE is one of the 


ONARD'E 


TECHNICAL GROUP 


S45, 
Technical Print Review 


The Rolls-Royce folder has been printed in black and silver and 
varnished. There is a slight tendency to crack at the joints but it 


is a fine production. 


The folder is overlaid here by two of the 


brochures. 


An excellent folder for 
a superlative product 


T= Rolls-Royce is, without 
doubt, the best car in the 
world and it is therefore fitting 
that any printed material sent 
out by the makers of this 
superlative conveyance should 
be in the “Rolls-Royce” class 
itself. 

The printers, Herbert Fitch & 
Co., Ltd., London, E.1, have done 
an excellent jee of work in 

rinting the landscape shaped 
folder for Rolls-Royce, contain- 
ing brochures on each of the 
models. The outer folder has 
been printed in black and silver 
and has been varnished. There 
is a slight tendency to crack at 
the joints but otherwise it is a 
sleek job, redolent of the select 
nature of the product advertised. 
Inside, there are five brochures 
devoted to the Silver Wraith, all 
printed black and silver, and one 
on the Silver Dawn which strikes 
a different note. It is printed 
black and silver on a light green- 


rey. 
. the first brochure deals with 
the Silver Wraith in general and 
the other four with the special 
coachwork by famous firms. 
Appropriately the brochures are 
set in Perpetua type, including 
italies, throughout. Perpetua is 
a sort of “Rolls-Royce” of types, 
after all. Hlustrations—half-tone, 
wash and line-—are clear and 
show the famous car at its best. 
For the Silver Dawn brochure 
a change of typeface is made. 
There is a switch to Times 
Roman. 

There is only one st item 
and that is the drop initial which 
begins the descriptive text in the 
Silver Dawn brochure. It is a 
Perpetua “T.” It does not look 
out of place; in fact it looks 
quite attractive with the Times. 


Says ROGER DARCY 


The ay slight jarring note in 
the whole set of printed matter 
is not the fault of the printers 
but is my old béte noire—the 
old fashioned lettering design. 

On the front of the general 
brochure of the Silver Wraith 
there is the Rolls-Royce lettered 
trade mark. The thin anemic 
lettering is quite out of place 
with to-day’s smart modern print- 
ing and typography. But Rolls- 
Royce would probably say, and 
uite correctly, that the name in 
that form is known all over the 
world and they are not going to 
change it. 

Prospective apprentices for the 
engineering industries are scarce 

@ Continued on page 549 


Printed blue and white this | 
brochure contains actual samples 
of various papers. 


Paint, Oil & Colour Journal is 
most popular and the best in- 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B.C. Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
— than three hundred regular 

ertisers r ting every sec- 
tion of the indastriea, a most effec- 
tive advertising medium. 


JOURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 


[onion to 83-6, Farringdon St., 
E.C.4. Phone: City 4788/9 


editorial 
publicity 


by D. K. Winslow 


This is a book for business and 
publicity executives who want 
to keep the name of their product 
or company before the public. It 
tells simply, and entertainingly, 
how to reach the editorial col- 
umns of the trade and technical 
press with news that will be of 
interest to the public—-thus bene- 
fiting both the public and the 
industry or firm which is the basis 
of the news story. The thousands 
of executives in thousands of 
firms—many of them small! firms 
—who are not professionals at 
the game will find that this book 
will help them to “tell the world” 
whenever they have something 
interesting to say. 8/6 net. 


Sir Isaac Pitman & Sons Ltd., 
Parker St., Kingsway, London, W.C.2 
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e TECHNICAL PRINT REVIEW -continued 


A double-page spread of the brochure from Dowty Equipment Ltd. 


In Roger Darcy's opinion this is an extremely attractive piece of 


work calculated to interest young men in the engineering industry. 


and publicity material becomes 
increasingly elaborate in efforts 
to attract the right type. I have 
received an interesting brochure 
from Dowty Equipment Ltd., 
Cheltenham, on this theme. 

The brochure is the work of 
two men, an artist and a copy- 
writer. The artist — — 
visuals, most of the i , lay- 
out and all the finished art work, 
while the copywriter was respon- 
sible for the text. Their names 
are D. T. Miller and G. L. Bart- 
lett, and they would like to 
know what I think of their work. 


Very attractive piece 


Well, they can breathe a sigh 
of relief, because I congratulate 
them and their printer, Norman 
Brothers Ltd. of Cheltenham, 
on an extremely attractive piece 
of work, which, I would say, will 
interest young men in the en- 
— I industry, and the 

wty - of companies in 
particular. It is spirally bound 
so that double-spreads are easily 
seen and each page is a good 
example of vivid layout. The 
cover shows an orthodox pic- 
ture of an apprentice against an 
unusual spread of trick photo- 
graphy. It looks as if some 
crinkly paper has been photo- 
graphed with a three dimensional 
typeface tilted at an angle super- 
im the words 
“What Future?” 


—_ style type for head- 
1 and reverse blocks. There 
are plenty of illustrations and 
there is a particularly good typo- 
a table (using tinted 

kgrounds) showing the train- 
ing. experience and opportunities 
of various educational groups. 
At the back of the brochure is a 
tear-off inquiry form and a free 

tage envelope. It would be 
interesting to hear the results of 
this piece of publicity. How 
many apprentices have been re- 
cruited to Dowty’s because of it? 


Paper sample brochure 


The paper people, Spicers Ltd., 
are a very go-ahead firm and 
their latest sample brochure con- 
firms this. Printed blue and 


white it contains a pocket in 
which there are actual samples 
of various 
the sizes o 


— Not only are 
papers given but 


The cover of this new leaflet 

advertising the products of 

Pollard Bearings Ltd. is a sort 
of purply plum colour. 


there is a note on the typefaces 
used to print each sample. Thus, 
on the Audit Azure Laid, the 
sample types used are Fry's 
Ornamented and Baskerville; on 
British Bond they are Imprint 
Shadow and Imprint. Not only 
is this of interest but of actual 
help to the printer—because he 
can see what types come up weil 
on different papers. Thus on the 
Melfort Offset Cartridge it can 
be seen the Perpetua Titling and 
Times New Roman are clean 
and attractive. This folder con- 
tains all the information—even 
to the paper of which it itself is 
made, namely, Spicers Ivoretta 
two-sheet board. 


Plum-coloured cover 


Finally, we have yet another 
use of Perpetua. Pollard Bear- 
ings Ltd., of Ferrybridge, Knot- 
tingley, Yorkshire, have issuéd a 
new leaflet, advertising their 
bearings. The cover is a sort of 
purply plum colour and yellow 
and I am not sure that it is a 
suitable style for industrial 
roducts. True, a couple of 

rings are shown resting on a 


velvet curtain, but it seems forced | 


to me. Also the reversed letter- 
ing in Perpetua italic looks some- 
what distorted. Inside, the 
leaflet takes on a much more 
forthright look and the use of 
aes y | a sans type for 
gures an ta actually comes 
off quite well. 
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RT WINE & SPIRIT GAZETTE 


THE 
SPORWS 
TRADE 


is covered by 


Harpers Sports & Games 
(the only weekly in the Trade-annual subscription 20/-) 
Harpers Guide to the 
Sports Trade 
(the annual Directory-10/-) 
Harpers Wall Chart of 
Playing Areas 
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Sell to the Shipping Companies 
through the advertising columns of 


The CHIEF STEWARD 
and SHIPS’ STORES GAZETTE 


The paper published to interest the Catering and 
Purchasing departments of the Shipping Companies 
and Ship Stores Merchants. 

Send for a specimen copy and rate card: 


Qhiet Steward and Ships’ Stores Gazette, 26/28 Billiter Street, E.C.3 
Telephone Mo. Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE WeeKLy 
TUESDAYS & FRIDAYS 


Published by 


Birkett House, 27 Albemarle St., London, W.! 
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ADVERTISER’S WEEKLY 


© TRADE PRESS 
VIE WPOINT continued 


sales counsellors who help True 
Value dealers in setting up mer- 
chandising programmes, store 
layouts and advertising cam- 
paigns. This force of counsellors 
is, Of course, much smaller in 
number than would be needed if 
a corps of salesmen were required. 

Member stores have the bene- 
fit of low cost promotional pro- 
grammes and selling helps. 
Monthly sales promotional 
guides include suggested window 
and counter displays, banners, 
price cards for both counter and 
window displays, basic merchan- 
dise check lists, sales training 
for store personnel and a 
monthly newspaper advertising 
programme. 

In addition, seasonal promo- 
tional pieces for direct-by-mail 
advertising to their customers 
are available to True Value store 
owners, These include: A 
spring garden and lawn book, to 
spur sales of lawn and garden 
tools, and numerous other items 
needed by home owners in the 
spring; “Fun in the sun,” a 
summer promotion for hardware 
and houseware lines; an autumn 
True Value sales mailing piece 
to enable dealers to help custo- 
mers prepare their homes out- 
side and in; and special Christ- 
mas season promotions including 
“Toy pasate” and “Gifts for 
everyone.” These consumer cata- 
logues and circulars, imprinted 
with the local store name, enable 
the dealer to give his customers 
individual attention with a mini- 
mum of expense and effort. 

Food for thought, isn't it? 

oK cd e 


OULD YOU welcome a 

speedway feature? Motor 
Cycling recently put this question 
to its readers, recalling that when 
speedway became permanently 
established in Britain, back in 
1928, the journal devoted con- 
siderable attention to the report- 
ing and encouragement of the 
new movement. Immediately 
after the last war, when the 
sport was revived, it helped in 
its re-establishment, but were 
then compelled to abandon the 
coverage, because of paper 
rationing and the extension of 
other branches of motor cycling 
sport, 

Now, the journal wants to 
know if readers would welcome 
the publication occasionally of 
general speedway news. “Speed- 
way at the present moment is 
the only branch of motor cycle 
sport that we do not cover. 
Should we repair that omission?” 
it asks. “Before taking a deci- 
sion we would like to give our 
regular readers the opportunity 
to express their own views.” 

a *” ay 

N ITS first issue, Shopfitting 

and Allied Trades Journal 
says: “Each month it is hoped 
to present some of the most out- 
standing shopfitting schemes sub- 
mitted by our readers and a cor- 


@ Continued on page 55! 


Reaches an in- 
fluential section 
of professional 
people who sub- |= 
scribe to the only 
legal weekly 
for practising 
solicitors 


102. FETTER LANE EC4 CHA 6855 


THE 


SOLICITOR 


4 leading Journa! for Solicitors 


THE 
MEDICAL OFFICER 
Since 1908 _ a yy pad weekly 

SCHOOL HEALTH SERVICES 


72/78 FLEET ST., LONDON, E.C4 
CENeral 5574/5 


The Monthly 
Register 


ublic_Purchasin 


The International Journal 

Used bg All Trades for the 

Sale or Purchase of Sarplas 
Materials 


* Hospitals 
* Local Authorities 
*% Nationalised Industries 
40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


World's Leading Journal for 
Health, Hygiene and Sanitation 


The Royal Sanitary 


Institute Journal 
90 Buckingham Palace Road, $.W.1 
Circulation 10,266 ABC 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 


TAVISTOCK HOUSE, 
SQUARE, LONDON, W.C.i 
EUSTON 3923 


MUNICIPAL 
ENGINEERING 


founded 1874 
The specialist weekly journal 


teaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn ¢502 


FOOD TRADE REVIEW, iTo., 
1. GARRICK STREET, LONDON, WI 


RECORD 


The Pioneer and 
Progressive Paper 
GRANVILLE HOUSE 
ARUNDEL 8T. LONDON WC2 
Tel. TEM 5524/6 


MILK INDUSTRY 


TOPICAL AND TECHNICAL. 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 

Journal in British Dairying 
The Milk Industry, 

37 Queen’s Gate, London, S.W.7 
Western 9816 


Meat Trades’ Journal 
Weekly net sales exceed 
32,000 


For 66 years the official 
organ of the meat trade. 


6 CHARTERHOUSE SQUARE, LONDON, E.C.! 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
1445 COLEMAN 5ST., LONDON, £.¢.2 
Tel.: MONarch 1995 
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The premier monthly 
for the cardboard box, 
container, carton, paper 
bag, sack manufacturers 


and paper converters. 


@ 3 TUDOR ST.LONDON.E.C4 


THE WORLD'S 


PAPE 


TRADE REVIEW 
THE ONLY trade paper in 
its particular field with 
A.B.C. Circulation. World 
wide distribution averages 
six readers per copy 
329 HIGH HOLBORN, LONDON, W.C.! 


SCHOOLMASTER 


ND WOMAN TEACHER'S CHRONICLE 


The Journal ot ine 
National Union of Teachers 


National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 

All enquiries to: 


THE SCHOOLMASTER PUBLISHING CO.,LTD. 
HAMILTON HOUSE, HASTINGS 


LONDON, W.C.1 


TE PROCESS. URAL 


HIGHLY VALUED for its 
TECHNICAL ARTICLES 
. 

Ever-widening circulation among 
artists and craftsmen in all 
graphic processes. 


. 
SOCIETY of LITHOGRAPHIC ARTISTS, 
DESIGNERS, ENGRAVERS AND 


PROCESS WORKERS 
54 DOUGHTY ST., LONDON, W.C.! 


EDUCATION 


The Official Organ of the 
Association of Education C 
Published Every Friday 
auneueusueneenenonye 


Read Members and 


Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


Leedin; al Printers, 
Fesneah ot 
Extensive circulation 


3229 HIGH HOLBORN, W.C.! 
Tel: HOLborn 7759, 2291/2 


Good Photography 


Monthly—for all 
amateur photographers 


JOURNAL OF THE OIL & COLOUR 
CHEMISTS’ ASSOCIATION 


Monthly publication with world 
wide coverage, having a leading 
position in technical literature. 


Memorial Hall, Farringdon Street, 
London, E.C.4 CENtral 2120 


Painting and = 


Decorating Trade _ 
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“OFFICE MANAGEMENT” 


Os Janet f SS Sa 


Ideal medium for 
announcements 
covering office 
equipment and 

supplies 


Office Management Association 
8 Hill Sereet, London, W.! 


PASSENGER 
TRANSPORT 


* 


Your in “P.T.” 
reaches operators and manufac- 
turers of the world’s largest road 
vehicle fleets—every week. 
* 


PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


Civil Engine 
CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 


Read by 
the Contracting and 
Sub-Contracting Industry 
and 


every Municipal Engineer 
throughout the United Kingdom 


LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
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dial invitation goes out to all 
who are interested. Small sho 
are equally as important as 
larger stores, and the material 
used must be of special interest 
to all. The British shopfitter 
has always produced a job which 
is renowned throughout the 
world. Let all who read the 
Journal, therefore, be inspired by 
the craftsmanship and quality of 
their fellow men and the high 
standards set before them. 

“It becomes more and more 
evident that shopfitting to-da 
must combine quality wit 
craftsmanship and all who are 
associated with this complex 
trade require to be fully aware 
of the need for new and up-to- 
date methods and materials in 
order to be able to compete in 
the competitive markets. 

“With so many individual 
crafts involved in our indust 
it is difficult to appreciate all 
the new products and their 
various uses, and through the 
medium of this Journal we hope 
to bring you interesting news 
of all sides of the trade and 
other associated industries.” 

Editor of the new venture is 
Maurice E. Newbound, 


* * + 


ASetAnsa writing on adver- 
t tising in the /Jronmonger 
gives this “Do” and “Don't” 
advice to fellow tradesmen: 

Do write your copy carefully; 
oy well in advance. 

ask your printer for a 
proof, 

Do see that the advertised 
goods are in your window and 
well show-carded. 

Do see that everyone on your 
premises is acquainted with your 
advertisement. 

Do make use of “stuffers” or 
even special letters to back up 
your advertisements; put one in 
every parcel, 

Don’t let your advertisements 
get stale. 

Don’t forget that every y 
paid to a printer should be an 
advertisement of your business. 

Don't worry about what your 
competitors are doing; make up 
your mind what you want to do 
and do it! 

Don't cut prices; get your full 
margin and use extra profits that 
will accrue to further your 
business. 

Don't forget “nothing is so 
costly as oblivion.” 

Don't forget “if none come in, 
you go out.” 

He also advises; “Write your 
own copy in at least half a dozen 
different ways. Leave it! Sleep 
on it! Come back to it and re- 
write it, weighing every word 
carefully: it is — going 
to cost you much more than a 
cablegram. If your advertise- 
ments are seasonal ‘— can pre- 
pare your copy well in advance. 
Advertisements that are really 
pentent have an excellent pulling 
value,” 
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The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
8 Southampton Row, WC1 
Telephone : Holborn 0452 
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_ A double-page spread from the “Cornerstone” journal of Hawthorne 


Baker Lid. The presentation is beautifully simple and logical. 


MUNICIPAL 
ENGINEERING 


The 
MUNICIPAL 


JOURNAL 
founded 1893 
Journal read in every local 
5 Clements Inn, W.C.4 


_ Review of House Organs 


Logical presentation is 


better than frills 


E SHALL never, of 

course, settle the argu- 
ment between those who 
believe that simple presenta- 
tion is best and those who 
maintain that a busy and bitty 
editorial layout stimulates the 
reader's interest. A dominating 
factor is the character of the 
readership. 

If you are interested in simple 
presentation get a copy of the 
Cornerstone, journal of Haw- 
thorne Baker Ltd., of Nicholas 
Lane, Dunstable, Beds, who are 
suppliers of printing equipment. 


| This is a new journal, edited 
| by John Hazzlewood, who also 
| edits the house magazine of the 
| printers, Edward Mortimer Ltd. 


Mr. Hazzlewood was formerly 
editor of one of the leading 
printing trade journals. 

The presentation is beautifull 
simple and completely logical. 
The layout is architectural. 


| Masses are balanced, white space 


is used functionally, second 
colour is a strong red but used 
with restraint. Type sizes are 
big enough to be readable and 
proportionate to all other cle- 
ments, but are not decided by 
the largest size that can be got 
into a line. Do not think that 
because the pa are without 
frills they are dull. Interest is 
stimulated by the logical pre- 
sentation of what the editor has 
to say rather than by applying 
decoration. 

Here are the simple facts: 
Size, 9§ X 74. Cover, solid red, 
with nel photograph, main 
tile in white and  sub-titles 

Type area, 73 * 5}. 

: top 44 ems, foot 6 ems, 
e 6 ems, gutter 3 ems. 
Headings, Gill Extra and Gill 
Bold. Body face, 11 pt. Times 
set to 19 ems, two columns, 


By BRIAN HILTON 


A double-page spread is 
divided by rules into 20 equal 
panels. In each is a picture and 
text advertisement for an item 
of printing equipment and «the 
price. This catalogue treatment 
is excellent. After all, the pub- 
lisher is selling things that 
readers want to buy. 

* as 


oe 

There should be no need to 
describe Target, which is pro- 
duced by the Central Office of 
Information for the Board of 
[rade and Ministry of Labour 


and National Service. Because 
it deals with productivity [ 
assume practically all industrial 
editors see it regularly. Here, 
in newspaper format, is another 
example of the strength of 
simplicity. The reader does not 
@ Continued on page 553 


Published by the British Oxygen 


Co., Lid. “Torch” is a new 
uarterly technical bulletin. 
hile the cover is excellent there 

is too much decoration within 

. and an old-fashioned air. 
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HIGHEST GRADE 
CLEAN & SHAPP 
RAFTSMANSHI" 


“DAY-GLO” PRINTERS 


SPEEDY SERVICE 
\ EXPRESS 
DELIVERY 


G. F. TOMKIN LTD 


FOR COLOUR PRINTING 
ON VERTICAL MIEHLES, 
HEIDELBERG CYLINDERS 


GROVE GREEN RD., LONDON, E.1! 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE, 
UPPER RICHMOND 


ROAD, $.W.14 
PROspect 8097. DAYGLO PRINTERS 


SPRING STREET W. 2. 
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A double-page spread from the “Compleat Imbiber” which is 
considered by Brian Hilton to be “a superb example of a particular 


kind of industrial journalism.” 
e@ HOUSE ORGANS -com. 


have to find his way through a 
maze of typographical confusion; 
he can pick out at once from 
the austerely set headlines the 
items that interest him. 

Even if you feel your readers 
need a littlke more coaxing and 
cosseting have a fresh look at 
Target now and again. It keeps 
the starting point before you. 

oe aK a 


A newcomer is Torch, a quar- 
terly technical bulletin from 
The British Oxygen Co., Ltd. 
The cover is excellent—-a design 
based on the molecular structure 
of oxygen and acetylene. The 
layout of the inside, however, 
does not live up to the promise 
of the cover; the pages do not 
seem to belong to it. There is 
too much decoration, and most 
of it has an old-fashioned air. 

A mechanistic layout need not 
be dull. Indeed, to readers of 
such a journal it would seem 
appropriate, since they deal in 
facts not fancies. Editorial lay- 
out should be a projection of the 
character of the thinking of the 
reader—a hairdresser thinks in 
terms of decoration; the con- 
structional engineer in terms of 
masses. Let the layout be 
appropriate. 

aC ok * 


Typographical enthusiasts will 
want to see the fourth issue of 
the New Mechanick Exercises, 
the scholarly publication of the 
Surrey Fine Art Press Ltd., of 
Cavendish Road, Redhill, Surrey. 
It is a demonstration of the 
Antwerp printers’ floral orna- 
ments with notes by A. F. 
Johnson of the British Museum. 

As the notes say, these floral 
ornaments are, like orchids, im- 
practical for everyday wear, but 
are great fun. This publication 
tells how to make the most 
effective use of them. 

* A 


The sophisticated and enter- 
taining publication of W. & A. 


Gilbey 
Imbiber, — 


example of a particular kind 
industrial journalism. ly 


Other industries could well copy. 
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The front cover of the fourth 
number of “The New.Mechanick 
Exercises.” 


suitable for the wine trade, this 
approach is also appropriate to 
many other industries that have 
the imagination and courage to 
employ it. 

What a pity the printing of 
the half-tones is so poor com- 
pared with the whole conception. 
I appreciate and agree with the 
desire to avoid a glossy art. 
Why not try a matt art? 


* * *” 


News of progress in the 
Ingersoll advertising campaign is 
given in the May-June ‘ssue of 
T.1.M., the journal issued by 
Ingersoll Ltd. “Experience has 
repeatedly shown,” declares an 
article, “that a la national 
campaign such as this can be 
‘foc * by alert retailers in 
order to increase the number of 
sales in their own areas. The 
best way of doing this has been 
shown to be local advertising by 
the jeweller, coupled with a 
prominent window display.” 

The article goes on to draw 
attention to the fact that a new 
series of advertisements has been 
designed for local use. 
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TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
BRIXTON 2057-8 
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—When advertising 
in SWEDEN 
use 


STOCKHOLMS -TIDNINGEN 


Circulation : Weekdays 179,101 
Sundays 217,400 


In 59 out of Sweden’s 94 newspaper districts, 
no other Stockholm morning daily has better 
coverage than STOCKHOLMS-TIDNINGEN. 
Let these figures convince you that it is 
profitable to count on this paper. 


U.K. Representatives: 
JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, S.W.! 
Tel.; WHitehall 3366 
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UK traders need ‘sense of 


T= VITAL importance of 
making the utmost exertion 
in foreign trading, especially 
in Sweden, has been stressed 
lately by Stanley Field, manag- 
ing director of Platers & Stam- 
pers Ltd, the “Prestige” 
housewares concern. 

His conclusion, following a 
visit to Sweden, was that the 
United Kingdom’s main com- 
= in that market was 

estern Germany. Whereas the 
U.K. share of the available trade 
had declined in the past four 
years from 20 to 17 per cent, 
Germany's had increased from 
11 to 18 per cent. “That is the 
measure of the challenge,” he 
has stated. 

“Sweden is a buyers’ market 
and the Swede is a very discrim- 
inating buyer. The Germans, in 
the main, realise this, but—with 
some notable exceptions—the 
attitude too often of the British 
exporter is frighteningly casual.” 


Personal knowledge needed 


Dagens Nyheter 


SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 288,719 ....... Sundays 339,446 


Dagens Nyheter is Sweden's leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the . In 
addition, about 100,000 copies po 5 wae 
ted every day outside Stockholm. 

Dagens Nyheter is Liberal in character and 


its politics have always been sympathetic to 
the British point of view. 


It carries the greatest advertising volume of 


-~ Swedish newspaper, both display as 
as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4...... Phone: CENtral 281! 


Success in the overseas mar- 
kets depended upon real personal 
knowledge of each country’s 
needs and requirements. In 
Sweden the Germans were show- 
ing their awareness of this hard 
fact by applying themselves 
vigorously to a: study of the 
market. One large importer of 
textiles had told Mr. Field that 
in the past three months German 
salesmen called on average eight 
times a day; the British average, 
on the other hand, was two per 
week: “It takes an awful lot of 
goodwill and quality to make one 
sales visit as effective as 20.” 

The impression with which 

Mr. Field had been left was 

that many British export de- 

partments were run mainly by 
people with little or no 
experience of selling. In this 
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urgency’ in this market 


The attitude of the British exporter to Sweden is frequently 
much too casual and as a consequence other countries, notably 
Germany, are getting the business. 


respect he confessed that his 
own company had been far 
from blameless, and that had 
been one of the major lessons 
of his visit. “It is impossible,” 


SWEDEN 


* * * 


Footwear and domestic goods 

will be the main exhibits in the 
British National Pavilion this 
ear at St. Erik’s Fair, Stock- 
olm, to be held August 28- 
September 12. The Board of 
Trade will arrange a _ central 
information stand. 

The British building will be 
one of about 15 national 
pavilions, which are a feature of 

t interest in this northern 
air. Last year 25 countries 
were represented among the 
2,011 exhibitors and increasing 
numbers are attracted to this 
important event each year. 

Although primarily a_ trade 
fair, it is open every evening and 
at week-ends to the public, 
whose interest, especially in the 
foreign pavilions, creates an ex- 
cellent stimulus to trade. Buyer 
attendance, which in 1953 
reached more than 83,000, is not 
confined to Sweden—or even to 
Scandinavia, It also includes 
many buyers from countries 
trading with Sweden. 


@ Continued on 
page 555 


In their advertising 
in Sweden, Platers 
& Stampers Ltd. 
have emphasised 
the fact that one 
of their “Prestige” 
Commodore cook- 
ers was used up to 
a height of 21,000 
ft. on Mount 


Everest. 
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*FOCUS ON 
SWEDEN 


—continued 


Specially styled for FS 
the Swedish mar- § 


$55 


ket. The word § 
“Jér” is in white & 
with a red shadow 
outline on a deep 
blue background. 


A number of British firms are 
arranging demonstrations. These 
always prove a great draw, and 
can reflect favourably on trade, 
especially in respect of goods 
which can be recognised by 
name in the shops. Ten 
leading footwear manufac- 
turers will be exhibiting in a 
specially designed section in the 
pavilion where excellent business 
was done in 1953 by many of 
the exhibitors, who are showing 
again this year. Exhibitors this 
year will include Hoover, Decca, 
Kenwood, Selby Shoes, Lotus, 
Airborne and Panda. 

This year is the 300th anni- 
versary of the signing of a Treaty 
of Friendship and Commerce 
between Sweden and Britain. 
This, together with the fact that 
the United Kingdom is Sweden’s 
best trading partner in Europe, 
promises well for a specially 
good reception and profitable 
business for British exhibitors. 


The British pavilion is being 
organised by Thirza West Pub- 
licity Ltd., who are the agents 
in this country for the St. Erik’s 
Fair. 


cd * * 


The pack for the synthetic 
detergent “Jér,” manufactured by 
Thomas Hedley & Co., Ltd., for 
the Swedish market, has been 
designed by Richard Lonsdale- 
Hands Associates. The word 
“Jér” is in white With a red 
shadow outline on a deep blue 
background. In the top left- 
hand corner is the wording 
“Nytt! blatt!” meaning: “New! 
blue!” and in the right-hand 
bottom corner a panel with the 


words “Gér tvadtten vitare!” 
meaning: “Makes the wash 
whiter!” 


Although this pack is only a 
two-colour print, it presents a 
striking appearance in a highly 
competitive market. 


FROM WORLD 
MARKETS 


S MARKETS, the Central 
American countries deserve 
far more attention than is 
normally accorded them by 
British exporters. There is, 
however, need for care in plan- 
ning any campaign to develop 
these markets (Guatemala, 
Honduras, El Salvador, Costa 
Rica, Nicaragua and Panama). 
A big variation exists in race 
and culture throughout this area 
although not so much between 
the various states themselves as 
between different sections of the 
population of each state. The 
percentage of illiterates over the 
age of 10 is around the 50-60 
mark in all six countries, 
but is rapidly diminishing, parti- 
cularly in El Salvador and Costa 
Rica. On the other hand there 
are some excellent universities 
and the standard of culture in 
some of the larger cities is high. 
For a variety of reasons the 
Central American market should 
be of interest to British enpostes. 
according to a recent bulletin 
issued by Joshua B. Powers Ltd. 
These reasons include the fact 
that: — 
® They are all hard currency 
markets, their currencies 


Campaigns need careful 
planning in C. America 


being all freely interchange- 
able with the United States 
dollar. 
@ They are in the main un- 
restricted markets. 
®@ Individually they are com- 
ct and most of their popu- 
tion which is economically 
capable of buying imported 
goods is concentrated in a 
limited number of easily 
accessible centres. 
@ Taken together they repre- 
sent a sizeable market. 
® While they trade overwhelm- 
ingly with the U.S.—in fact 
because this is the case— 
they are inclined to look for 
opportunities to increase 
their imports from other 
sources in order to preserve 
their economic independence. 
Britain has a large favourable 
trade balance with each of the 
Central American markets. 
Nevertheless, British exports to 
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the area look insignificant when | 


compared with those of the U.S. 


SWEDEN'S | income Grou 


SvD 


most influential 
people read 
this newspaper 


Svenska Dagbladet’s position as 
the leading and most influential 
daily in Sweden is strongly em- 
phasized by the advertisers, who 
in 1952 placed 19,748 col. in- 
ches more national advertising in 
this paper than in any other Swe- 
dish daily. The total advertising 
amounted to 258,600 col.-inches. 
There are two important reasons 
for this predominant position: 
Svenska Dagbladet’s coverage of 
the A and B income groups, which 
set the stondard for the country 
es @ whole, is dominating. 54 % 
of all the £3,300 and upwards 
income class are Svenska Dagbla- 
det readers and so are 44 % 
in the £1 300—£3,300 class. 
SVENSKA 

DAGBLADET 
is the only 
Swedish news- 


paper of real 
national struc- 
ture. 


SVENSKA 


Representatives: 


£ 1300/18 % 
£1300 — £ 3300/44 % 
£3300 &over [54 % 


DAGBLADET 


JOSHUA B. POWERS Ltd., 
14, Cockspur Street, London S.W. 1, Tel. Whitehall 3305/06 


Better than ever—the 


AEROGRAPH 
A-54! 


THE E-54 AIR BRUSH 


is similar in all respects to che 
A-54 except chat it is equipped 
with a large colour cup. 


Country Je Population 

‘000 
Guatemala ‘ : 2,780 
El Salvador ee val 1,985 
Honduras se ; 1,500 
Nicaragua vs an 1,094 
Costa Rica De oe 838 
Panama os pu 805 


UNIQUE 1954 DESIGN 
GIVES ALL THE FEATURES 
YOU HAVE ASKED FOR 


Practising commercial artists who have tested 
these improved Aerograph Air Brush models 
hail chem enthusiastically as giving heavier 
colour density on first application, more 
sensitive control, better balance and greater 
all-round ease of operation 
well-known Aerograph advantages. Write for 
details to the address below (Dept. 5 AB). 


AEROGRAPH 


plus all the 


AIR BRUSHES 


THE INSTRUMENTS FOR FINER EFFECTS 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Tel: SY Denham 6060 (8 lines) 


City Offices and Showrooms: 47 Holborn Viaduct, London, E.C.1, 
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Cut metal gives a three-dimen- 
sional effect. 


Metal posters 


HEN Alexon & Co., Ltd., 

were recently faced with 
the need to replace two worn- 
out posters, which were fitted 
on their Central London 
premises, it was decided to set 
a new fashion in poster site 
advertising. 

A design was, therefore, pre- 
pee by their advertising agents, 
Jorland Advertising Ltd., and 
the work of preparation and 
construction was carried out by 
Angrave Studios. 

Dimensions of the larger site, 
showing an Alexon coat, is 24 
feet square. The smaller site is 
20 by six feet. The use of cut 
metal, based on an original de- 
sign by Jean Graziani, gives a 
fuil three-dimensional effect. 

Owing to the Fane. of the 
building in Aldersgate Street 
both displays enjoy a command- 
ing situation and are visible for 
more than 200 yards. During 
the winter months it is proposed 
to focus “black light” on these 
sites after treating the figures 
with fluorescent paint. 


These new metal displays high 

“p in Aldersgate Street are 

visible for a distance of more 

than 200 yards. For the winter 

months “black light” treatment 
is proposed. 
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Silk Scs0ccn Printers 


Sign, Display and Outdoor 
, Publicity Contractors 


Maltiple Display Unis} 
| FROST & WARD 


17 Chiltern Street, London, W.1! 


‘ Telephone: WEL 3563 


SHOWCARDS - POSTERS 
. CUT-OUTS - DISPLAYS _ 


ve sik 
SCREEN PRINTING 
Lorge or stnall quantities 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAVHAM PLACE nw 


SMOWCARDS POSTERS 
WINDOW BILLS + CUT-OUTS ek. 


LICENSED DAY -CLO PRINTERS 


ADVANCE 
PUBLICITY » LTD 


GERRARD 8236 


se Ano an 
—S SCREEN PRINTING =— 
sea ke = 
= 3-STAR SERVICE — 
— QUALITY- SPEED-towcost = 


149. WARDOUR STREET. LONDON. Wi 


Olley & Rowley 
Limited 


% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO™ transfers 

Bereen Process ‘echnical 
yoy The . & DP. 
Award 1952-1953. 1st Award. 


Nerwood Hatherley 
Read, Walthamstow, E.17 
Telephon.) LARkeweed 3701 


TWDOR ART AGENCY ITD 


representing 
FREE LANCE ARTISTS 


( FURNIVAL STREET, LONDON, £.C.4 
WOLborn 6841 CHAncery 3606 


PHONE CITy 3946 
CAMPBELLS PRESS STUDIO LTD. 


COMMERCIAL 
PHOTOGRAPHY 
57 ST. PAUL'S CHURCHYARD, E.C.4 


PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
MM Wellington Road, South, 
Stockport. Tel. STO 3375 


The Complete 


STUDIO SERVICE 
served by 


INDIVIDUAL ARTISTS 
(London) LTD. 


and 
1. A. PHOTOGRAPHIC 
LTD. 


7 MADDOX S&T, wW.!. 


MAYFAIR 4316 
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THE CABLE PRESS 


PROVIDES 
a first-class printing 
service for production 
of 

ar"? “ar ~~ * CATALOGUES 
la studio for y BROCHURES 
|.---inteltigent handling B Posters | sales mgr. HOUSE JOURNALS 
jf erework SYSTEM FORMS 


ee ae blows up cy tie FOLDERS & LEAFLETS 


| 144 Southampton Row The Cable vers & Publishing 
W.C.t adly. He knows that Ge. L 

|TERminus 2201-2, “GAR advertising balloons 
stay in the public eye a Gy 

long time, informing . . . remi 
ing . yg “GARTEX” are 
printed to sell your product. For 
ese Oman write: K Il 
een ces for 

Rubber Cow Co., Led | oneias Hee Ha pri f « 

dons Road, Wimbledon, S.W.I9 classes of Printing 


o LIB 6281-5 
BUSHEY MEAD PRESS LTD. 
472 Kingston Road, Raynes Park, 5.W.20 


Advtg. Pencils Tel Uber 3014 


and all types of The aerial is light green. 
Advertising Gifts 


ateeen | . 
MAKERS OF QUALITY | send us your enquiries. Lat us suggest gifts TV trade sign 
SHOWCARDS, PLAQUES RADE si ; 
: 2 gns outside the 
& COUNTER DISPLAYS we mane Co craftsman’s workshop are 
1266, Belsize Read. n.we ' 3 4 one of the oldest | of re 
epee: 2ee SON (2 Senet ¥ } tising. A recent installation 
PLASTIC DISPLAY UNITS ie brought this up to date for a 
36-37 MAIDEN LANE, STRAND, W.C.2 vad Gr modern - ogg —television sales 


42 DOUGHTY 5T., W.c.). HOLT 


. ; : 2 ae nd Kingsons’ sh in 
\_ heemewon _] GOLD BLOCKING : HM | Lewisham now. has a. double 


trade identification. A two- 


(PENS, PNAS. Ounes ses, WALLETS) sided box sign mounted over the 


PROMPT SERVICE . fascia reads “Your Murph 
TO THE TRADE } - a | Dealer.” Above is a TV 


in light green “Cleora” = 


48 SHOOTERS MALRD. LONDON S.E3 ‘ Both were made b 
GREENWICH 3688 


KAYEBON PRESS LIMITED © General Neon Lights 
PRINCESS HOUSE 


185 PRINCESS ST 
MANCHESTER |. 


Established 1864 
40,000 sorncurura 


SOPELEE BADGES 


REGINALD A. MALBY & CO. 


SELL YOUR PRODUCT 


Cues, aeey ae See oe SCOTLAND'S FINEST DESIGNING 

1 S-—are all selling ter w q 

the aid of RODEN badges. We AND PHOTO-ENGRAVING SERVICE 

can — in hay ae campaign. 
Samples and prices from 


fe Ieweo oven | Karst Sues 


OuUSRIEN HOUSE (% CLYDE ST GLASOOW 


AND SON LTD CITY 661-4 “DUBRIEN GLASGOW” 


55 HATTON a on 
LONDON, E.C.1. on 


ai Is -————. a ee é Blocks & Dies, _ HE new carton and bottle 
/ AY p ay label for Drene, the shampoo 
a made by Thomas Hedley & Co., 

lett BRASS BLOCKS & DIES || was designed by Richard Lons- 
ering dale-Hands Associates who have 
WHEN YOUR SALES es now produced a 3-D display 

NEED A LIFT . container, They have used the 


en THINK OF CRANE’S. wooes a avexsousm || %#me colour scheme of white and 


id stars on a powder-blue 
LONDON INDUS CRAN 14 CLERKEWWELE GREEN, EC 1 BO 
jubilee Plece, $.W.3 TRIAL_ART LTD ree pom A oa LTD., ae tans on ia | ground to set off the screen from 


which a blonde appears to lean 
aatae wl tens Sone Sere Werte, ng Grounds forward and gaze down at the 
. @ Continued on page 558 bottles and packs, 
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OR Record Stillson Wrenches, 


Acme of Enfield have 
designed and made a three-colour 
folding display which will with: 
stand a total weight of 40 Ib. 
Although the weight of the three 
wrenches displayed is consider- 
ably less than 40 Ib., this extra 


strong construction is essential+ 


where heavy products are being 
constantly examined and _ re- 
placed. 

By design and _ construction, 
Acme have achieved this strength 
without using wood or metal 
The entire display is in leather- 
board and it folds flat for 
despatch. A locking device en- 


sures that the display will fold 
only when required. 

The whole of the display sur- 
face has been sprayed to give a 
grease-proof finish which can be 
quickly wiped clean. 


Stockings display 


aes 


T= oblong-shaped wine and 

id plastic counter and 
window display signs have been 
designed by Legget Nicholson 
and Partners Lid., for Berkshire 
Knitting (Ulster) Lid., the full 
fashioned nylon stocking manu- 
facturers. 

One is a 20-inch-high plaque 
and the other a 10-inch unit 
with a slot near the base through 
which the stockings are drawn 
and then arranged over a clear 
plastic bar. Both signs carry 
the initial “B” formed by two 
stockings. 

The units were made by the 
Acme Showcard and Sign Com- 
pany Ltd. 


Exhibitions Displays 


558 


DURAFORM 
PAPIER MACHE DISPLAY 
35-41 Rheidol Mews, N.!. 
CAN 1926 


WINDOW DISPLAY 
& ADVERTISING Mooe 


Trade Desi Work 
. af ed Executed to 


Signs 
SHOWCARDS, POSTERS 
SILK SCREEN PROCESS 


PHONE CAN 3208 


BRYANT & KNOWLSON LTD. 
ISLINGTON, LONDON, N.1 


BERTA STUDIOS LTD. 
27 Heddon Street, W.1. MAY 3449 


THE VERY LATEST IN 
ANIMATED SHOWCARDS 
(Electricity not Required) 


Ring or Write for 
Further Details 


? 2» 


3-D DISPLAY TREATMENT 
A SPECIALITY 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Lid. 


DESIGN 

DISPLAY 

‘EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.!9 


Exhibitions Displays 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


BLACKFRIARS O656 


Pioneers of Display 


COOK’S 


DISPLAY 
PRODUCTIONS 
LIMITED 
Exhibition Contractors 
Display Producers 
Sign Manufacturers 


Designers 


Giant Photo Reproductions 
in Colour or Black and 
White 


124 LADBROKE GROVE, W.10 
Telephone : PARK 8652-3-4 


and at: 17 Rue Joseph-de- 
Maistre, Paris, 18 


J. WATSON (London) & CO. LTD. 
Display Units in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 * Telephone: SHE 4363 


r Vectis Works, Church Path, Acton, W.4 7 


CRAFTSMEN BUILT 


EXHIBITION 
STANDS 


DIGBY'S 


| 9. FLEET ROAD. HAMPSTEAD. N.W.3. GUL 3318 


R. FOSTER & CO. (Display) Ltd. 
STILL 
ANOTHER 
EXTENSION !! 


In order to cope more efficiently 
with the ever-increasing demands 
upon our services for. . . 


POINT-of-SALE 
PAINT TRANSFERS ! 


we have acquired an additional 
factory with some 5,000 feet of 
floor space. This is now fully 
equipped and staffed and as an 
addition to our present commodious 
premises (which will now be used 
exclusively for ceramic screen print- 
ings) will enable us to produce even 
more fluently and economically than 
in the past. 


R. FOSTER & CO. (Screenprint) Ltd. 


EAling 2924 EAling 2620 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


&. CHRISTIAN & CO. LTD. 


63 St. Paul's Road, N.1 
CAN 2461 


ESTABLISHED 1642 


LETTERPRESS 
CARTONS 


SON & WATTS LTD. 
2-4 EPWORTH ST.,LONDON,E.C.2 


mONerch 7408 qeneee tines) 
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YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


IVE ZANT I VANC ONL} 
LAT YD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Aotpaass) LTD. 
28a Basinghall St.. Londen, £.C.2 
Me Trepeliion 9096-7 


LONDON ART SERVICE 


PHOTOCRAPHIC LTO 


dt Chansong done WO? 


COMMERCIALL ADVERTISING 
PHOTOSRAPHERS 


Photographic 


STUDIOS (LONDON) LTD. 


pecialists 
Color nee © hed to 
Advertising, Point of Sale, 
Showcards, Calendars, etc. 


* 
COLOR LIBRARY 


Includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Ce Prints 
which are suitable for addi- 
tional Art work or Layouts. 


8 BREAMS BUILDINGS 
£.C.4 


CHAncery 3416 


Advertising Novelties 


s ANY 
Pri nts size 
Write or Phone | QUANTITY 


phetorork- 


€ LILYWHITE LTD. 
. Yorkshire. 1240 
73 remy STREET, aonenen w.i 
Phone : WELbeck 0938-9 


“SYSTEM” 
DESK DIARIES 


A selection of Daily Desk 
Diaries which will serve you 
faithfully every working day 
of the year. They show you 
instantly all appointments, 
record items for future 
attention, remind you of jobs 
to be done and matters to be 
attended to. 


Write for leaflet to: 
SHAW PUBLISHING CO.LTD. 
180 FLEET STREET, E.C.4 


| 
| 
| 
| 


COLORGRAPHY 


| 


Public Relations 
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He finds his moral 
in Savile Row 


OW business executives can 

keep the name of their com- 
pany or product before the public 
through the pages of the tech- 
nical and trade press is the 
theme of a book just published 
by Pitman—FEditorial Publicity 
by D. K. Winslow, price 8s. 6d. 

Writes Mr. Winslow: “Times 
may have changed, but Savile 
Row remains the best illustration 
in the world of the value of one 
form of publicity—the keeping 
of a ‘name’ before the public 


eye.” 
The book is packed with simple 


advice on “how to get your 
story in.” 
Beverley Baxter, M.P., gives 


his blessing in a foreword. 

“I commend this book to all 
public relations executives. It 
will sharpen their wits and their 
pens and give them enjoyment in 
the process,” he writes. 


TWO TON TEST 


ONVINCED that the public 
want proof, William Harries, 
chairman of Regentone Radio & 
Television Ltd., declared that “it 
is no use just saying that the 
‘Handy-gram’ range has a flex- 
ible, strong, light and practically 
indestructible case. We have to 
prove to the public that this new 
‘Flexo-Fibre’ case is everything 
we claim it to be. We must put 
it to the test!” 
From the production line at 


| the Regentone factory in Rom- 


ford the company’s agents, Gor- 


| don & Gotch (Advertising) Ltd., 


took a 3-speed “Handy-gram” 
record player at random. They 
then asked “two ton” Tessie 
O’Shea to test it. She not only 
stood on it, but also performed 
on it. 
SHOW BOAT 

HE TRADE exhibition held 

on board the motor yacht 
“Thurgar” was og opened 
by Norman Dodds, P., who 


Left: The “Thurgar’ moving up the Thames. 
of the cabins indicating how merchandise can be presented in “show 
room” fashion. The motor yacht is now carrying a display of 
British goods to many countries. 


Tessie O'Shea demonstrates that 
the “Handy-gram” range has an 
exceptionally robust case. 


has been trying to persuade the 
Government to use the Royal 
Tour liner “Gothic” as a floating 
shop window for British goods. 
Among those present at the 
opening ceremony were several 
Members of Parliament, leadin 
industrialists and distinguished 
visitors from overseas. 

The “Thurgar” is an ex- 
American minesweeper converted 
to a modern exhibition vessel for 
displaying plastic and other goods 
manufactured by Thurgar Bolle 
Ltd., 9 for the 
optical, fancy goods, chemists, 
engineering and electrical trades, 
etc. In London she was moored 
offshore opposite the Tate Gal- 
lery and then up-anchored to 
embark on a series of selling 
cruises to Scandinavian, Euro- 
pean, Mediterranean, American 
and Canadian ports. The adver- 
pe agent is L. B. Singleton 


Right: A view of one 
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70 YEARS WITH OUTRAM’ S 


STATISTICS show that the 
longest-lived section of the com- 
my are country clergymen. But 
although newspaper work is «4 
posed, on the other hand, to 
larly wearing, | am surprised 
notice how many of its practi- 
, By seem to function at a very 
advanced age. 
An outstanding example is A. 
who was entertained 
to luncheon 
the other day 
by the direc- 
tors o 
George Out- 
ram & a 
Ltd., on the 
occasion of 
the 70th(!) 
anniversary of 
his _ having 
the 


george, the 

| chairman, in 

proposing Mr. 

wing 

health, said 

that his record of service was unique 

in the 170-odd years of the com- 

oaaey y's history and could have few 
parallels anywhere. 

Mr. Ewing joined the company 

at 14 atraight from Hutcheson’s 


Boys’ Grammar School. Pifty years 
later he resigned from the manager- 
ship, but remained for a further 16 
years as a director, and on the 
retirement of the late James Gour- 
lay he became chairman. His 
Fg and official connection with 

company thus lasted for 66 
rm Although the law required 
im to surrender his directorship 

arriving at 80, he still plays a 
peal active part in the company’s 
affairs and is, | understand, at work 
every day. 


* * o 


FROM YOUTH delegate to 
advertising manager in less than a 
year is the achievement of 25- ang a 
old Robert Jordan. Last r he 
represented the Publicity tub of 
Nottingham at the Club's Confer- 
ence at Harrogate. Now he has 
been appointed advertising manager 
of the Rexall Drug |! ® 
Loughborough. He joined the firm, 
then in Nottingham, in 1946, 
straight from school, entered its 
advertising department in 1951, and 
was appointed assistant to its 
manager last year. 

Mr. Jordan extends his publicity 
skill to good causes. An active 
member of the Boy Scouts Associa- 
tion, he is publicity secretary for 
his scout district. 


a group of nine 
influential newspapers 


AB.C. Weekly Net Sales 


11.371 


Associated | Kent Nc Ltd. 
LONDON: 30 FLEET ST. E.C4. 


June 10, 1954 


Isaac Newton merely discovered gravitation. Look what A. W. Newton 
discovered at their 2\st anniversary party! These members of the agency's 


staff called themselves ‘Fisher Girls.” 


TWO 


<~ Percy William Jackson 


CRAWFORD 
DIRECTORS 


Mervyn Talbot 


“Fishy” might be more appropriate. 


NEW 


EN the recent Irish Advertisi 
Conference at Galway, l 
O’Neili had a dual interest. As 
advertising manager of Coras lom- 
pair Eireann 
(Irish Trans- 
port System) 
and manager 
of its subsid- 
iary company, 
Transport 
Subsidiary 
Lid., he has 
an _ especial 
interest in 
posters. And 
the conference 
was held in 
one of the 
C.LE. hotels. 
Mr. O'Neill 
has been 


manager 
Kenny's Advertising Agency, and 
manager in Ireland of Frank Mason 
& Co., itd. He is a member of 
the Publicity Club of Ireland, and 
the National Agricultural and 
Industrial Development Association. 

Golf, swimming and billiards are 
his hobbies. 


* * - 


IN = suite at Grosvenor House, 
2 Comoe advertising director 
Zz the daily Toronto —_ and the 
Star Weekly, flung a of each 
of them down on his and I 
saw the bedding sag deeply under 
the weight of these journals, with 
their scores of pages of display and 
classified advertising. Last year 
these two | ee pee carried | 
million dollars of advertising, 
which British advertising accounted 
for a quarter million. Mr. Cam 
bell is convinced that it should 
account for at least twice as much. 
He repeats the advice given by other 
experts: Don't try to tackle the 
whole Canadian market at once; 


and make proper _ distribution 
arrangements for your goods before 
you advertise them. ritish adver- 
tisers, he stresses, enjoy enormous 
advantages: great goodwill in 
Canada and a reputation for the 
quality of their goods. 

Mr. Campbell is convinced that 
“the mext ten years belong to 
Canada.” 

” * 


Whrrn F F. C, Hooper, managing 
director of Schweppes Ltd., efferves- 
cence usually lasts the whole speech 
through. When speaking at the 
Market Research Society the other 
day he was in a more serious mood 
but ~y managed to pootace some 
utterances. or example: 

eC * job of to 4 management is to 
manage a bunch of experts who by 
definition will never agree — each 
other, otherwise they would not be 


ag ot 

ncidentally he said that Gilbert 
Harding had told him that one 
afternoon he had tried to look three 
times at Schwe moving ad. in 
Piccadilly and had had to give up 
hecause of autograph hunters. 


Contact 


WEEK'S WISECRACK 


“Probably they will pro- 
test about beer 3 at 
the T.T. races. 
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B, far the greatest number of 


cinemas are independently owned 


The ratio is 


You obviously should not leave 
them off any film schedule. 


Youngers have the rights in 


one-third of all independents 


so clearly Youngers must be on all 


well planned film schedules 


YOUNGER i inices: 


Pull details from: DIRECTOR OF NATIONAL SALES 
YOUNGER PUBLICITY SERVICE LIMITED « 28 ALSEMARLE STREET ‘ LONDON WI * HYDE PARK 6693 
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YOU'RE 
SELLING TO BAA 
) BRITAIN IN) = 1'\\" Gee 
MINIATURE 

IF YOU'RE 

SELLING TO 


Bath < 


The only evening paper printed and published in Somerset, 
which for 9/- per 8.c.i., gives you positive * blanket ” 
coverage of a compact cross-section of the British market. 
Get full details from S. H. Roberts, 134 Fleet Street, London 
E.CA4, ; Arnold Ellis, Cromford House, Market Street, 


Following a pre-view of the new advertisement offices at the ‘Manchester 
Guardian” and “Evening News’ building in Cross Street, Manchester, 
more than 200 advertising agents and representatives of Manchester's 
business and commercial lite attended a cocktail party at the Midland 
Hotel. 


Peacock Ltd.), Harold Stansfield (Ripley Preston Ltd.), the ° 
Marquis, manager of Lewis's Lid., Manchester, Mrs. Scott, D. Silverton, 
K. R. Ratcliffe, publicity manager of T. J. Hughes Lid., Liverpool, 
W. J. Mullins, managing director of Paulden’s Lid., Manchester, and 
W. McMillan, advertisement director, “Manchester Guardian” and 
“Evening News.” 


© LEGAL AND GAZETTE ¢ 
Stand claim =—23301"tts. %s. "trom ".2t0 “ts, ia. 


Manchester 4, or Head Office, 
33 Westgate Street, Bath, 


Aes 


ie lady Gives Results 297%, 


Higher than any other publication 


One of our ues clients recently tested the results 
yt me | “The in comparison with big national 
dailies and magazines—this is what he says .. . 

“We have just concluded an analysis of results from three 
months’ publicity on the basis of orders received per £ 
spent on advertising. The results from ‘The Lady’ are 
297% higher than any other publication.” 

This kind of letter is constantly coming in as proof of 
the extraordinary selling power of “The Lady”—something 
which is not fully shown by its official circulation figure 
of 81,700. This figure would be at least four times as bi 
if it were possible to count in the hidden “hand-on 
circulation of readers who borrow “The Lady” from 
friends or read it in restaurants, hotels, hairdressers. In 
fact, the actual pulling power of ““The Lady” can never be 
shown in figures—this is one of those papers with that 
indefinable “something” which inspires reader loyalty and 
makes ““The Lady” an even stfonger selling medium than 
seems obvious at first sight. 


If you want to sell anything connected with fashion, 

ery, health and beauty, furnishing, travel, literature, 
children’s interests, the theatre, cinema or gardening, then 
“The Lady”’ is a really reliable medium to choose. 


Write to the Advertisement Manager, Miss G. E. Careless, 
The Lady Ltd., 39-40 Bedford St., London, W.C.2. TEM 8705/6/7 


case appeal mace 


The Court of Appeal allowed an appeal 
by Parr Equipment Co, Lid., of Avon- 
more Road, Kensington, W., from a 
judgment by Mr. Justice Devlin. given 
in favour of Cook's Display Produc- 
tions, Lid., of Frederick's Place, Old 
Jewry, E.C., im regard t© «a claim for 
damages for the detention of a stand 
that had been purchased by Parr's for the 
1951 Motor Show. 

The judge found Parr's claim proved 
and awarded nominal damages of 40s., 
but as they had credited the defendants 
with £5 for storage he gave judgment for 
Cook's, with costs. He said he could 
not give judgment for Parr’s for a minus 
sum. 

In allowing the appeal, the Court of 
Appeal increased the damages awarded 
w Parr's to £20, less £5 for which they 
had given credit to the defendants. No 
costs were awarded to cither in respect 
of the appeal or the trial. 

Giving judgmem, Lord Justice Morris 
said that Parr Equipment Lid. purchased 
a stand from the defendants for the pur- 
pose of exhibiting at the Motor Show 
racks used on top of motor cars. 

Alter the show, the Stand was dis- 
manticd and stored by Cook's, but when 
in 1952 Parr’s contracted with another 
firm and asked Cook's to return the 
stand, only one-third of the component 
parts were returned 

Lord Justice Morris said the judge did 
not accept Parr’s basis for damages, 
which was the £188 paid for the stand 
less £25 com of erecting it, but his 
lordship did not think the judge was 
right in merely awarding nominal 
damages. 

On the evidence, he said, it wis 
estimated that the material when new 
was £50 in value. Electrical fittings and 
expenses cost £40, while £90 wen in 
labour. His lordship said it was in- 
evitable that the material of the stand 
would be damaged when dismantied. 
The defendants were liable for not 
returning the whole of the material -to 
Parr’s and he thought the damages 
awarded to the plaintiffs should be £20. 

Lord Justices Singleton and Jenkins 


agreed. 
WILLS 


Lr.-Cot, Geoxae Dunstan Timmais, of 
Matson House, Matson, Glos, chairman 
of the Liverpool Daily Post and Echo 
Lad., left £288,316 14s, 3d. gross, £283,451 
19s. 2d, net. (Duty paid £153,499). He 
left his “management’’ shares in the 
Liverpool Daily Post and Echo. Co, Lid., 
to his daughter, Caroline BE. S. Dugdale. 

Sm Eposan Lurwrvcowe Warestow, of 
Winscombe, Crowborough, Sussex, and 
West Northdown Farm House, Margate, 
Kem, former joint managing director of 
Waterlow & Sons, Lid., . aged 

£126,173 6s. 2d, gross, 
lid. net. (Duty paid 


Epwasp STANiey, 


Mews South, Weymouth Street, W.1, a 
director of C, J, Lytle (Advertising) Ltd., 


Golfers’ Handbook, formerly managing 
director of the Scottish Newspaper Pub- 
lishing Co., left personal estate in England 
and Scotland valued at £95,063 4s. 10d. 

Georce Frepesrce Cuvuecn, of 14 
Warwick Road, Wanstead, Essex, late a 
director of D, J. Keymer & Co. Lid., left 
£14,748 10s, 8d. gross, £14,650 15s. 2d. 
net. 

Ricuarp Writtiam Barton Nickson, of 
3a Station Parade, Eastbourne, formerly 
joint managing director of T. R. Beckett 
Ltd., proprietor of the Gazette and Herald 
Chronicle, left £5,884 ils. 9%. gross, 
£5,751 4s. Od. net. 


NEW COMPANIES 


Country Churchman Lid. To take over 
business of magazine proprietors carried 
on as The Country Churchman by Rev. 
E. J. Rumens, the Rev. G. E. Bussell 
and others. Nominal 


and M. G. Hayter. 

Individual Artists (London) Ltd., 7 
Maddox Steet, W.1. Artists, designers 
and illustrators. Nominal capital: £100. 
Directors: H. J. Miller and Evelyn F, G. 
Hatton. 


capital: 
J. 


Maudlin Street, 

£1,000. 

Therese EB. Andrews, 
Andrews and Lily Andrews. 


to the advertising conten of television 
programmes in the U.K. or clsewhere. 
Nominal capital: £20,000. Subscribers: 
S. Disborough and B. Stuart-FPisher, 18 
Austin Friars, E.C.2. 


Nominal capital: 
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a | | £100. Subscribers: F, E. Danicis 
ast J. P. Kenny. 
~ Bristol Sign Co. Ltd., 37 Upper 
SP Nominal 
2 a A. &6. 
oh M, E. 
a > 
pa | Neon Signs and Lighting Ltd., 225 
7h High Road, Ilford, Essex. Nominal 
Me capital: £1,000. Directors: F. H. Pues 
to and E. Martin. 
bee | Master Art Lfd., 12 Orange Street, 
4 W.C.2. Agents for commercial artists, 
eS Geet designers, draughtsmen and illustrators. 
ae y Nominal capital: £1,000. Directors: 
ae | E W. Sellar and S, R. Cutts. q 
ee: q | TY Commercials Lid. To provide 
a advice, services and facilities in relation 
Eee §=—£1,000. Subscribers: 
B, McLeod-Kennedy, 37 Winsford Ter- 
race, N.18, and J. D. Cooke. 
{ Neoneraft Ltd., 4 Richmond Buildings, 
Dean Street, W.1. Patentees and manu- 
facturers of and dealers in electrical 
; and neon signs and electric light fittings. 
; Nominal capital: £2,000. Directors: 
H. C, Madams and Mrs. L. E. Madams. 
Clark Matthew Led. Advertising 
: agents. Nominal capital: £1,000. Sub- 
scribers; F, G. Symes and F. Norman. 
i (The above-mentioneed particulars of 
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Registration Agents, 116 Chancery Lane, 
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was there. 


THE 
SCOTSMAN 


The Scotsman is read daily by the most 
influential people in Scottish business 
and social circles. These readers have 
the means to purchase the quality goods 


and services advertised in its pages. 


SCOTLAND’S NATIONAL NEWSPAPER 


Member A.B.C. 
North Bridge 63, Fleet Street 
EDINBURGH LONDON, E.C4 
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We'd have 
been lost 
zwvithout 


him! 


Many a conference, 

meeting to plan 

a piece of printing work 

has been thankful that 
Spicers Paper Consultant 
But often it is 

not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 


‘eee 


ADVERTISER'S WEEKLY 


Selling to men. . 
interested in their appearance and command 
the means to gratify their needs, means 
that MAN ABOUT TOWN becomes a 
must on the schedules of clients producing 


for this market. The next issue, to be 
published Nov. 19, closes for Press Sept. 1. 


THE MAGAZINE FOR THE WELL-DRESSED MAN 
PUBLISHED QUARTERLY. 


Advertisement Director : Keith Fraser 


Shana 
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“TAILOR & CUTTER” HOUSE, 42-44 GERRARD STREET, W.!. 
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:.Sales substantially increased 
during the screen campaign.” 
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Deer 


The letter reproduced here is a fine 
testimonial to the selling power of 
screen advertising. The Wolf Cub power 
unit and its accessories provide unusual 
material for screen advertising — 

and another example of T.P.’s versatility 
on marketing problems. 


"PROFITABLE PLEASURE’. . . was how the Two-minute Film described the “SEE ITAT YOUR LOCAL STOCKIST’ ... suggested the Dealer-aid Filmiet. 
sort of thing you see happening in the illustration. Here the Wolf Cub has become And, after seeing this family happily working wonders with Wolf Cub equipment, 
@ croftsman's lathe—just one of the many surprising uses shown in the film it's not surprising that so many people followed up the suggestion. 


. if utives or clients would like 

st A when see peaieall TP. films THEATRE PUBLICITY LTD 
a and filmlets, please ring any of our A COMPANY WITHIN THE J. ARTHUR RANK ORGANISATION 
; 


Account Executives. FILM HOUSE» WARDOUR STREET -LONDON - WI (GERRARD 9292) 
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Canned food contest in Ireland 


AT A GLANCE 


Accounts 


MERCURY CYCLES LTD. for 
Raynor, Webber and Stiles Ltd. 
Using trade press and provincials 
for test campaign. 


THE SECTO CO., LTD., makers 
of germicides and insecticides, for 
Napper, Stinton, Woolley Ltd. 


SWEDISH LLOYD STEAMSHIP 
CO., LTD., and Boabands Ltd., 
makers of Bandox collapsible 
packing cases, for White 
Carter Ltd. 


EVANOL LTD. for 8S. C. Peacock 
Ltd. (London). Campaign for 
Evanol hair  obrighteners’ in 
nationals and a large number of 
women’ 5 magazines. 


BRITISH ELECTRICAL REPAIRS 
LTD. for Donald Macdonald 
(Advertising) Ltd. (Manchester). 
Using electrical and engineering 
journals. 


Campaigns 


RADOX using national daily and 
Sunday newspapers and London 
evenings (Lovell and Rupert 
Curtis Ltd.). 


ADAPTOPLAST, made by Cuxson 
Gerrard and Co., Ltd, using 
national newspapers and trade 

ress (Mundy, Gilbert and 
roman (Birmingham)). 


BISKS slimming biscuits, made by 
Andomia Products Ltd., using 
daily and evening newspapers and 
trade press (Stuart Hirst Ltd. 
(Leeds)). 


GONZALEZ BYASS SHERRIES 

using national newspapers, 

riodicals and pone (G. 
treet and Co., Ltd.) 


ROOTES GROUP, using large 
spaces in national newspapers, 
provincials and illustrated ma 
zines for new O.H.V. Humber 
Hawk (Basil Butler Co., Ltd.). 


CANNED PRODUCTS’ LTD. 
(Dublin) using full pages Irish 
national evening nguepegers and 
other spaces in Irish national 
dailies and provincials (O’Keeffe’s 
Advertising Service Ltd., Dublin). 


THE GEIGY COMPANY, LTD., 
using full colour ads. in women's 
magazines in autumn for Mitin 
rocessed merchandise (John 

ewton (Publicity) Ltd. (Man- 
chester)). 

PALLADIUM jewellery using 
women's magazines and oe naa 
trade papers (Technical 
General Advertising Ltd.). 


Slimmers’ biscuit 


“Slim while you eat” is the 
slogan being used to launch a new 
slimming biscuit, Bisks, made by 
Andomia Products Ltd. of Brad- 


The initial advertising covers 
morning and aes a 
and trade press he ae 
will be steadily — 


agents are Stuart Hirst I ed. (Leet. 


Full pages in the Irish national 
evening papers have been booked 
for to-morrow (Friday) to 
announce a £2,000 “Happy 
Family” competition sponsored 
by Canned Products Ltd., Dublin, 
makers of Emerald canned foods. 
Last year Emerald sponsored a 
contest with a new house as first 
prize. 

The advertisements have been pre- 

red by O’Keeffe’s Advertising 
ice in co-operation with Mrs. 
Patricia Rushton, P.R.O. for 
Canned Products. They have 
been preceded by 2 in. x 8 col. 
strip advertisements, and 16 in. 
x 6 col. spaces have been booked 
for two national dailies and a 
number of provincials. 

Families entering the contest are 
being asked to forward a family 
snapshot, a note about the wm | 
and six Emerald labels 
cash prize, 250 cans of Emerald 

roducts, a week-end in Butlin’s 

osney Holiday Camp and other 
awards will be made to each 
family winning one of the eight 
area finals. The week-end at 
Butlin’s will be the last in August 
when the families will be judged 
for the national prize which will 
consist of an Austin car, cash 
prize, two weeks at Butlin’s in 
1955, 500 cans of Emerald foods 
and other gifts. 

Irish manufacturers who have 
given prizes for the contest 
include Smithwick's Brewery—a 
daily bottle of beer for a year; 
Newbridge Cutlery Co.; Studio 
One (photogra aphs); and Allied 
Ironfounders (Rayburn cookers). 


New cycle for 
home market 


Mercury Cycles +. who spe- 
cialise in machines for the North 
American and general overseas 
market, have decided to allocate a 
peeniees of their models to the 


Webber and Stiles Ltd. 
have been appointed to handle the 
account. A short provincial test 

campaign is nnn backed by 
extensive trade press advertising. 


Stout on the trail 


The public relations department 
of The Howard Organisation (Man- 
chester) has arranged a tie-up with 
the Republic Picture, “Jubilee Trail” 
for their clients, Hope and Anchor 
Breweries of Sheffield. 

A crown poster for the film fea- 
tures one the brewery’s products, 
Jubilee Stout, with the slogan— 

“Jubilee Stout—starred at all the 
leading licensed houses.” 

Arrangements are being made for 
foyer displays and other link-ups at 
cinemas throughout the country. 


Food Fair stand 


Gordon & Gotch (Advertising) 
Ltd. have been appointed agents for 
the design and construction of a 
stand for the Australian Senior 
Government Trade Commissioner's 
Office exhibit at the Food Fair 
at Olympia. 

They have also been appointed to 
handle trade press publicity and 
point-of-sale material for the 
Australian Egg Marketing Board. 


J. Lytle (Advertising) Lid. have 
aa this poster for the London 
“a rative Society to publicise 

ir forthcoming exhibition. 


PR link-up 

Public Relations Associates 
Ltd. have become affiliated with 
the Public Relations Manage- 
ment Corporation, which can 
provide a coast-to-coast public 
relations service on the North 
American continent. 

The Corporation, .with head- 
quarters in New York, maintains 
branch offices in 28 major cities 
of the United States and Canada. 
It also has offices in Melbourne, 
Sydney, and Rome. 


ADVERTISER'S WEEKLY 


SAMPLES AT THE 


FLOWER SHOW 


The Westgate - in - Weardale 
(Durham) Show Society, pro- 
moters of one of the largest 
Northern flower shows and home 
craft exhibitions, whose three- 
day programme will open on 
Saturday, August 21, are offerin 
distribution facilities to nationa 
advertisers for samples and gifts. 

No samples or gifts competi- 
tive in nature to each other are 
to be accepted. 

The secretary of the West 
Flower Show is K. Fairless, 
Haswicks, Westgate-in-Weardale, 
Co. Durham. 


OUTDOOR AD 


AGENTS CLUB 


The recently formed Outdoor 
Advertising Agents Club which 
meets monthly for luncheon at 
Management House, Hill Street, 
London, W.1, entertained Sid 
Brown, president of the British 
Poster Advertising Association; 
Richard Walker, president of the 
London Poster Advertising Asso- 
ciation; and H. H. Mallatratt, 
secretary of both Associations. 

The occasion formed an in- 
formal venue for the free 
exchange of ideas. 

From time to time it is the 
intention of the club to invite 
guests from various sides of the 
outdoor advertising industry for 
the exchange of ideas. 


F, & C. can print it for you 


quickly and well, by letterpress 
and offset lithography... 


with all our Plant we plan for 
you, with all our Staff we serve. 


FOSH & GROSS LTD 


for booklets, folders, maps, posters, painting books, 
broadsheets, showcards, catalogues, periodicals 


also BLOCKMAKERS, BINDERS, EMBOSSERS, MOUNTERS 
80-92 MANSELL STREET, LONDON, E.1 


Telephone ROYAL 173) ('Olines) Telegrams Printrade’ Londen 
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Publications News and Notes 


Monthly for toy manufacturers 


At the Toy and Game Manufacture 
leunening party. Left to right: 
D, G. Sileock, managing director 
of Atlas Plating Works Lid., Stuart 
homson, managing director, and 
Michael Joyce, a director, of Tech- 
niview Publications Ltd. 


+ * 
Net sale of the 
during May was 1,0: 
a da 


y. 
+ a” + 
Last week's issue of The bmw 
carried a 16-page survey of head- 
wear, It had 10 pages of advertise- 
ments. 


Ak * * 
July Issue of Aeronautics wil! be 
a special “Bristol Britannia” num- 
ber, planned with the co-operation 
the Bristol Aeroplane Co. 
ae from aircraft manu- 
facturers and ancillary industries 
fill the 96 available advertisement 
pages. 


Telegraph 
,384 copies 


A_ new magazine coveri what 
is Br to be an entire 
id has been launched by T 
- a Publications Ltd. The 
jeumeat is Toy and Game Manu- 
facture, a monthly devoted solely to 
the manufacturing side of the 
industry. First issue, of 64 pages, 
is dated for June, and carries over 
- pases of advertisements, Direc- 
of Techniview Publications 
nd. include John Godrich, who is 
managi editor of the magazine, 
Stuart Thomson, maneeing, Agector, 
and Harmar Nicholls, re | 
party to launch the journal was held 
at the House of Commons, to which 
representatives of 150 manufacturers 
and other sections in the industry 
were invited. 


Anniversary number 


Games & rove marks its 40th 
anniversary with 260-page June 
issue. Many of the advertisements 
take the form of greetings to the 
founder and editor, TR Simmons, 

his son, Edward +2... who 
is associate editor. 


* én * 


att Ss 408 une Mechanical 
( a lliffe Press) 
remem the journal's 4th 

hanical Handling Exhibition and 
Convention at Olympia, was the 
largest issue of t journal ever 

published. To give it ae 
ttrength the covers had to be printed 
on art board. Special cartons had 
to be used for all subscription 
copies. 


* ADVERTISING MANAGER’S CORNER | 


HARRIZAT ? 


There was a time when Test matches were fought 
to their grim finish without a single Advertising 
Manager present to raise a cheer. But all that is 
changed. At critical instants in any match nowadays 
you are apt to hear the cry of ‘Harrizat?’ 
This strident call betrays the truant Advertising 
Manager, awakened from his enjoyment of the 
game by the click of the bails. The confusion is 
natural on the part of one whose breast swells 
with gratitude towards the Old Firm for making 
it possible for him to play hookey. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel: REGent 3295-4 


‘Thouse Beaulifi 


s ee 


House Beautiful, the new National 
Magazine Company publication for 
the home lover, becomes a monthly 
from October. The summer issue 
is published to-day (Thursday). 
* * * 


Motor Cycling T.T. numbers will 
be published on June 17 and 24. 
Considerably enlarged and havi 
full-colour front covers, they wi 
contain detailed illustrated reports 
of all the races. 


* a * 
British Radio and Television is 
to increase its advertisement rates 


yan ~- Sree’ 10 per cent from 


50 years at sea 


Friday was the 50th anniversary 
of Ocean Times, the newspaper 
published on board the liners of 
the Cunard Steam-ship Co., Litd., 
by the Wireless Press Ltd’ The 
daily was first known as the Cunard 
Daily Bulletin, but the name was 
changed in 1932. 


New fashion contest in the June 
issue of Weldon’s Home Journal 
has a first prize of 100 guineas and 
£50 in other cash prizes. 

* * ok 

The first issue of Packaging 
News, published by Creative 
Journals Ltd., as a_ controlled- 
circulation month is stated to have 
exceeded grea guaranteed cir- 
culation of 7,000. 

* a * 

Format of Milk is to be 
enlarged as from the July issue. 
For the first time the front cover 
will carry an advertisement. New 
type area is 84 in. by 6} in. 

ot * ca 

The first anniversary (May) num- 
ber of Print in Britain carries a 
supplement giving examples of 
phototypesetting by five separate 
processes. 

* * ok 


Column depth of Radio Review, 
Dublin, is 15 inches, not 12 inches 
as stated in an advertisement in our 
Republic of Ireland Supplement. 

* x ok 


In seven years, the number of 
pages of British and European ad- 
vertisements in Life International 
increased from 7 pages—the 1947 
figure—to 304 pages in 1953. 

* * * 


Average net sale of the § 
Times during May was 587,65 
copies a week. 


We Hear 


Of the 100 stands at the Electrical 
ae 2 ee 


Pomer ‘Convention, 39 will display 
new appliances and — 
* 7 


the British Overseas’ Airways Cor- 
ration, is to open the National 
i Court, 


Petters Ltd., engine manufac- 
turers of Staines, were awarded the 
Steeple Cup at the Bath and West 
Show for the best trade stand. The 
stand was designed by A. J. Jeb- 
wab, and constructed by Osters and 
Fleming. 

* a * 

During the recent railway dispute 
531 tons of newspapers were flown 
to the west country by B.E.A. 


A fully-equipped ambulance, com- 
plete with doctor, is following the the 
teams taking part in the Daily 
Express Round Britain Cycle Tour. 
The goes and ambulance are being 
supplied 4 Aspro Ltd. 
* + 
The song “Let's have a Nibble at 
NibbIt,” ‘which publicises Nibb-It 
Savouries, is being featured at 
Butlin’s ered Camps this season. 
- . 
A plea ae a concerted policy 
blicising the Shakespeare Bem 
s been made in the Warwickshire 
Journal, organ of the Rural Com- 
munity Council. 
7 + _ 
Southend Corporation Publicity 
committee are to send a mobile film 
unit and booking office on tour in 
the midlands and the north next 


_— A new colour — > 
by Kenilworth Films, will be 

shown. 

* * * 

Torrington Douglas, press repre- 
—— ~ &... Frog” ; 
or charity a prominent socia 
Princess 


cast—was presented to 
Margaret. 


One for the road 


Members of Staffordshire’s road 
safety committee favour reissue of 
the * ‘One for the road may mean 
one for - grave” poster. 


sees 
representatives of 
press, attended a 

of Waring and go 
new Oxford Street, London, show 
rooms, organised by Cecil D. Notley 
Advertising Ltd. 

* - * 

In the fifth lecture in the Wolver- 
hampton College of Art's series on 
“The Artist in Advertising,” H. 
Winters, of bp ay Ltd., Birming- 
ham, spoke of the opportunities to 
be found in designing for die 
stamping, and compared the medium 
with other printing processes. 

a * * 

Two men with years of experience 
in creative advertising were judges 
at the 20th annual Eisteddfod of 
the South-East London Literature 
Institute. Rowland Hilder, the 
pe. adjudicated & a and 
Gilbert Cousland, of W Sedg- 
wick Ltd., colour engraver and 
photographers, judged the photo- 
graphs. 


ou ia ¢ / ——— ee re 
mht es 566 7 aM 
1s “ pe 
: ee — 
- 7: ) 
oe joan . | ) \ 
A 7 . 6 & a : ~ i" 
to ote ‘of . 2, London, on August 25 
= rh ry ce on ah . + * 
4 7 p pli es nape 
en: .. a of i y " Se Pair. 
ie , ra, 4 a 4 j J. fs. vein of ‘oun Mowwtrrmnng 
ae a a Same again 
is ae 
oR: : * * * 
F tinel have changed to Times for 
- the setting of their body matter. 
: S| ca * * 
iy 
ot CSC“ 
i e a, 
‘Lt els a. ae (ee, | oe a hi . <a, a es. eee ae 


McCANN-ERICKSON 


REQUIRE THE FOLLOWING ADDITIONS TO THEIR CREATIVE DEPARTMENT 


ART DIRECTOR 


of the highest creative 
calibre who knows the whole art field intimately. 
The man we want will know exactly, all that the term “Art Director” 
involves. The salary, of course, will be 
as good as the man. 


SENIOR VISUALISER 


Must be able to produce 
advertising designs of uncommon merit. 
A knowledge of the figure is desirable. So too is an appreciation 


of lettering and typography. 


LAYOUT MAN 


Must be experienced in work on National accounts. 
Knowledge of the figure desirable. An appreciation of lettering 
and typography essential. 


Telephone for an appointment to : 
THE GENERAL MANAGER 


McCANN-ERICKSON ADVERTISING LIMITED 


BRETTENHAM HOUSE + LANCASTER PLACE + W.C.2 


TEMPLE BAR 6600 
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ADVERTISER'S WEEKLY 
COMPANY MEETING 


Associated Newspapers Ltd. 


LORD ROTHERMERE’S STATEMENT 


The Forty-ninth Annual 
General Meeting of Associated 
Newspapers, Ltd., will be held 
on Thursday, July 1, 1954, in the 
Memorial Hall, Farringdon 
Street, London, E.CA. The 
following is from the statement 
by the Chairman : 


Accounts 


It gives me great pleasure to 
present this year’s Balance Sheet 
and Accounts, for I think you 
will agree they reflect a most 
satisfactory year's trading. 

The total profits of the Group 
before tax are £2,765,863, as to 
£2,091,976 from trading and 
£673,887 from investment income. 
Of the trading profit increase of 
£772,000 over last year, nearly 
90 per cent arises from the trad- 
ing of the Parent Company. Our 
income from Anglo-Newfound- 
land Development Company at 
£608,825 has only varied through 
exchange rate fluctuations and 
our total income from this and 
trade and other investments is 
virtually the same as last year. 

Overall taxation of the Group 
is up by £480,000, having risen 
from £1,221,204 to £1,703,859, 
although in this year we only 
bear Excess Profits Levy for 
three-quarters of the year. On 
account of this tax we pay 
£362,000 and I may say we are 
ams forward to omitting this 
item from our Accounts next 


year. 

Although Current Assets show 
an increase over last year, they 
also show a considerable change 
in make-up. In the first place, 
stocks of newsprint are running 
at a very much lower level—far 
lower than is normal. Whereas 
last year we had over 13,000 tons 
in stock valued at £700,000, the 
figure this year is only 7,400 tons 
valued at £390,000. This situa- 
tion is only temporary and short- 
term Government Securities 
amounting to £398,000 have been 
purchased which will be available 
when greater stocks of newsprint 
are due to be paid for. Accounts 
Receivable have fallen from the 
peak figure reached last year, 
due mainly to the realisation of 
a debt left outstanding from the 
time when Empire Paper Mills, 
Ltd., was sold. 

The Net Profit of the Group 
after taxation is up from £655,337 
to £887,054, and your Directors 
recommend the payment of a 
Dividend of 274 per cent for the 
year on the Deferred Shares 
which will absorb £425,726. Of 
the Balance, it is proposed to 
transfer £400,000 to General Re- 
serve, leaving the Parent Com- 
on Carry Forward slightly 

igher at £567,776. 


Share Capital 


From the figure of nearly 
£8,000,000 shown in the Parent 


Company's Balance Sheet as 
being the net assets of the Com- 
pany, it is clear that a large part 
of the Company’s Reserves are 
pumncaty employed in the 
usiness. For some time this 
situation has had the considera- 
tion of your Directors, for it is 
clearly desirable to relate the 
Share Capital more closely to the 
Capital employed. It is now 
proposed to achieve this by 
capitalising sufficient reserves to 
enable a one for two Scrip Issue 
to be made on the Deferred 
Shares. 

In this connection I think I 
should mention that the Com- 
pany’s interest in the net assets 
employed in the whole Group 
including Anglo-Newfoundland 
Development Company, Ltd, 
after he meow and 
copyrights in Subsidiary Com- 
penien, exceeds £14,000,000. 


The Daily Mail 


Turning to our actual —. 
tions in the publishing field, I 
will deal first with the Daily 
Mail, for that paper is, and will, 
of course, remain the backbone 
of all our newspaper enterprises. 
The Daily Mail has continued to 
pursue its traditional policy of 
producing an accurate and reli- 
able newspaper always in modern 
journalistic style. This year has 

en notable for the further 
development of the Daily Mail's 
own service of foreign news, a 
subject of such high importance 
in the world to-day. The back 
page of pictures has now been 
consolidated as a regular feature 
of the Daily Mail, and we are 
increasingly proud of the influ- 
ence of the “Comment” column, 
which has appeared on the front 
page since April 16, 1947. 


The Evening News 


The Evening News has had yet 
another successful year. It is 
still the evening newspaper with 
by far the largest net sale in the 
world, and it maintains this posi- 
tion by a continuing policy of 
the highest journalistic standards 
in the presentation of news, pic- 
tures, sport, and features. The 

sition which the paper occupies 
in the life of the Metropolis and 
its family appeal are well exem- 
plified by the generous response 
of its readers to appeals for 
worthy causes through the 
columns of the paper. The 
Annual Christmas Appeal for 
Toys for Sick Children produced 
no less than 210,000 gifts this 
year. 


The Sunday Dispatch 
In the Sunday field the Sunday 
Dispatch continued to move from 
success to success. This year it 
has established a new record, for 
it has increased its net sales for 
the 16th year in succession, a 


record equalled—to the best of 
my belicf—by no other news- 
paper, Morning, Evening, or 
Sunday. 


The Daily Sketch 


You will be eagerly awaiting 
news of the first year’s operation 
of the Daily Sketch. I am pleased 
to tell you that our annual net 
sales certificate, published in 
accordance with the rules of the 
Audit Bureau of Circulations, 
for the 12 months ended Decem- 
ber, 1953, showed net sales of 
801,225, which is an increase of 
143,000 on the sale at the date 
on which we purchased the 
paper. The net sale has con- 
tinued to rise month by month 
this year and for the month of 
March it was in excess of 829,000 
copies per day. 


The Weekend Mail 


Last year I told you that this 
entertaining, light-hearted, semi- 
magazine newspaper had, in the 
matter of 12 months, increased 
its net sale from 60,000 to no less 
than 1,500,000 copies per week. 
The paper has continued to pros- 
per and in spite of intense com- 
petition, during one week in the 
month of April the sale actually 
passed the 2,000,000 mark. 


Provincial Newspapers 


During the year our Provincial 
Newspapers made further head- 
way, and the report from each 
registers an excellent trading 
position. The appearance of the 
newspapers themselves makes it 
quite clear that the journalistic 
traditions of editorial freedom 
within which they have operated 
so successfully through the years 
is being maintained. 

Although it is not our policy to 
extend further in the provincial 
field, just after the close of the 
Financial Year negotiations were 
completed whereby under an old 
agreement it became possible for 
us to acquire the outstanding 
shares in News Holdings Ltd. 
Heretofore, we had held a 40 per 
cent interest in News Holdings 
Ltd. which Company owns both 
the Leicester Mercury and the 
Leicester Evening Mail. This 
Company new becomes a wholly 
owned subsidiary of Associated 
Newspapers. 


Newsprint 


Our newspapers are continuing 
to attract a vast flow of adver- 
tising, and I am obliged to say 
plainly that of all newspapers in 
the country, the impact of news- 
print rationing bears most heavily 
upon those newspapers which 
come under our control. Led by 
the Daily Mail, which maintains 
its place as the most important 
newspaper advertising medium in 
the country, each of our papers, 
with possibly the exception of 


the Daily Sketch, is being ham- 
pered by the continuing short 
supply of our principal raw 
material. 


The Daily Mail Ideal Home 
Exhibition 


This year, a national trade dis- 
pute, in which the Exhibition was 
not directly involved and in the 
solution of which we could play 
no part, seriously interfered with 
the erection of the Exhibition. 
However, in spite of all difficul- 
ties, the thirty-first Daily Mail 
Ideal Home Exhibition opened 
on time and, although the Hous- 
ing Section was almost non- 
existent and the Food Section 
severely curtailed, more than 
eleven acres of stands were built 
and over a million people visited 
the Exhibition. 


Anglo-Newfoundland 
Development Co., Ltd. 

Despite severe operating diffi- 
culties created by extraordinary 
weather conditions early in 1953, 
and loss of production due to 
demands by customers for sizes 
not well suited to manufacturing 
facilities, the earnings from news- 
print operations were substan- 
tially the same as the previous 
year. The drastic drop in lead 
and zinc prices accounted for 
greatly reduced earnings from 
mining interests. The drop in 
pulp prices during 1952 and 
which continued into 1953 was 
the inevitable result of the inor- 
a high prices of the year 

1. 


The Company continued its 
programme 0 rehabilitation 
during the year. The demand 
for newsprint continues good and 
the Company’s contract or order 
position is very satisfactory. 


Commercial Television 


You will remember that last 
year I referred to the develop- 
ment of commercial television, 
and I informed you that we had 
applied for a licence and that it 
was our intention, if one was 
ranted, to operate a station. 

he Commercial Television Bill 
is now before Parliament, and 
although one cannot say in what 
form it will become law, I am 
sorry to tell you that, in my 
opinion, it may be so surrounded 
by restrictions that its operation 
will not be profitable either to 
advertisers or to programme 
companies. 


These results, which I think 
we must all agree are most satis- 
factory, could not, of course, 
have been realised but for the 
loyal co-operation and efficient 
working of all our staffs, to 
whom I would like to express 
the Board's appreciation and 
thanks. 
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SUNDAY 
TIMES 


A New Record 


The average net sale of the SUNDAY TIMES 
for the month of May 1954, was 


COPIES WEEKLY 


As certified by Messrs. Price, Waterhouse and Company, Chartered 
Accountants, in accordance with the formula prepared by a 
Committee of the Newspaper Proprietors’ Association. 
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} 
SERIE CLASSIFIED ADVERTISEMENTS | APPOINTMENTS VACANT 
Ne RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per dieplag panel inch. — 
ie APPOINTMENTS WANTED, 3s. per line, 35s. per display panel imch. All other | 
F sales promotion aoe G94 a Sg 
“ep charge, one tine plus $d. covering postag Series rates om application: all 
: advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
require Weekly,” 186 Fleet Street, London, E.C.A. CHAncery 8844 (Ex. 25). | EVERETTS 
@ young man 23-26 APPOINTMENTS VACANT require 
j Situations V ti; “The engag of persons wering these advertisements | 
10 be trained for bbe made through © Local Otice of the Miniary of Labour or s Schedaled Employmest | 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 2 or 3 good 
dient liaison unless he of she, or the employment, is pted from the provisions of the 
Notification of Vacancies Order 1952.” layout Artists. 
should be well-spoken 
of good appearance TECHNICAL WRITERS and Newly formed Men who take 
o and self-reliant CORRESPONDENTS Anglo-American Company pride in presentation 
: ae : are required by leading car vequres : 
- experience of loundry Manutacturersinthe South Midlands SALES PROMOTION/PRESS of good slick roughs 
A or dry cleaning accounts A LAYOUT ARTIST RELATIONS EXECUTIVE and have 
; for magazine and catalogue w 
s an advantage but not is also required. to handle consumer a strong sense 
“3 essential Experience essential. Permanent fashion product 
exployment, Superannuation, First- ree. ghteg A Ge provten | | of typography. 
; write in confidence to Pye wenere = experience, age, and salary required to: 
‘ details should be sent to: it ee 
‘ the general manager BOX Wo. 4184, clo WHITE'S LID. * a jo -— wae es phan 
Ny 72/78 Fleet Street, London, £.C.4 vertiser's y 180 Fleet St 
_ sales promotion limited The Studio Secretary, 
A EXPERIENCED ADVERTISEMENT | COPYWRITER with good all-round Everetts Advertising Ltd., 
i 243 elgin ave CLERK wanted in London office of |  *#ency experience required. This is an 
'y provincial newspaper. One who has ps age - pe cots man who oss 10 Hertford Street, W.1 
‘ london w9 completed National Service. Deal with owe yt ou A 4 
}~ = Fi — Boe cael ee eel We iramied this year. Write full GRO 3477 
PRODUCTION ASSISTANT. uy | HAND LETTERING AND Disptay | 76st Ad, Weekly 190 Pet S BCS a Anno oe Saminy 
Group in London Agency has vacancy ARTIST. C,. & J, Clark Lad., Street, WRIGHT ARTS LTD Sn DEPARTMENT. Essentia! 
for accurate, systematic, intelligent require a first class man for their Dis- : ° requirements, experience in sample con- 
¥ asistant with sound experience of play Department. Would also be Urgently require a further struction and manipulation statis- 
iY mechanical production, Congenial con- required to do enlargements from EXPERIENCED RETOUCHER tical data. Copy-typist and experience 
By ditions, Hours: 9.30 two 5.30, Five- original art work, Applicants should as @ market research interviewer, able 
"i day week, Apply, couting experience, submit examples of work and state Apply by Phone or Letter to: to produce short reports. Post would 
sue salary required, etc salary required. Apply Personne! Studio Manager suit man or woman. age 25-30, wish- 
ny Box 7877 Ad. Weekly, ‘180 Fleet St BC4 Department marked “ r ing knowledge ined in 
es WRIGHT ARTS LTD., to use - ae ; 
is 49 Old Bond Street, W.1 Box 7638 Ad. Weekly 180 Fleet St BC4 
vi Tel. MAY 1940 
‘ . THIS IS NO ORDINARY VOUCHER | | We want someone between 18 and 24 
Service Advertising Wo." sine scoured ato whecatom | | intent, embtiows, ef bony a! se 
oy checking interesting full colour adver- thusiastic young team in a West End Publicity 
Be tisements, and able to maintain records. Department. The position is junior yet progres- 
ry i Agency experience is not important. = — would a —-s ee _— 
i require another vey wae, Weta, Fie | | Sine ote pater. war eave 
7 Box 7873 Ad. Weekly 180 Fleet St EC4 Box 7852 
nf Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION RAPIER, ARTS, LTD. || ramsey goruns on wae 


7 on 8 variety of interesti nts in 
¥ ® rapidly expanding a Service. a kooly An Dec os 
“Ye i perience pecimens. 
oF TECHNICAL ARTIST W. Hopwood & Co.. Lid., 67a Mosley 
| experienced in all types of technical Street, Manchester, 2. 
‘ drawing (line and half-tone) and able 
pt to work from blue prints. 
s RETOUCHER PUBLICITY 
ph hs a years 
ogy retouching mechanical subjects 
3 production work on national accounts * hgh standard ASSISTANT 
3 ARTIST/DRAUGHTSMAN A : si 
ey H ; young man with some advertising 
¥ ‘ with full knowledge of Blockmaking, , war eomyed ~ preparing * ra " line experience is wanted as assistant to 
ae . ; ‘awings, radio circuits, etc. great Publicity Manager of Company 
,, Typesetting, etc. Good prospects we aby vequred, but eats sag gl here 
Me for aircraft, electrical, engineering, 
* S-dey week ond A ap sene dl —. woodworking and many ether 
’ i iving age, experience this Geldiis of cuptsence ond eslery industries. A scientific backgrou 
x Write giving ye , requeed to - P would be helpful but duties will - 
i. esent salary : mainly the production (not writing 
ep pr to Rapier House of technical publication, planning 
Turnmill St., London, E.C.1. of direct mail and organisation of 
Secretary displays. A pension scheme is 
“a ° THE BRITISH BATA SHOE ©O., LTD. operative and the position offers 
B —_ Saar Se , ~~ > 4 wide scope for personal initiative. 
is my Write giving fullest particulars of 
E 77 Brook Street, W.1 Drepare prowouwpe displays. Brceliemt | | ie oe vious experience and 
a . SiS tatgeeed ©, lence ~~ oy 
BA * « c 
; tn envelope mamiag Piva Sea ia ee itout Armmetacee | | AERO RESEARCH LIMITED 
i Apply, Staff Manager, East Tilbury, (A Ciba Company) Duxford, Cambridge 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


wanted by 
End Agency 
to work mainly on 


FILM PUBLICITY 


Must have had experience of order- 
ing blocks and artwork, preparing 
copy instructions, adapting layouts 
and marking up for type. A little 
creative ability would help, but not 
essential. Interesting and varied 
work. Give full details of experi- 
ence— not necessarily with an 
agency. 
Box 7864 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | GXQ0RERZeia 


APPOINTMENTS VACANT 


YOUNG LETTERING (male) 
with general studio a required 
by London Promotion Sesesumant of | 


National Newspaper Group. 


stating age, experience and present salary 
specimens at this stage) two 
Box 7874 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS 
FIGURE AND LAYOUT ARTIST 


For the right man there is an _ out- 

standing and really progressive position 

vacant with an expanding London agency. 
Write giving full details to 


Box 7851 
Advertiser's Weekly 180 Fleet St London EC4 


Write 


— 


DESIGNER 
with general experience and 
capable of producing finished 
artwork required. Superannu- 
ation scheme. Write, phone or 
call. 

A.P.A. Studios, 
352/4, Grays Inn Road, 


W.c. 
TERminus 1184/5 


SPACE SALESMAN of real ability re- 
quired trade 


by cstablished monthly 
journal. Excellent prospects for sult- 
able man with good selling 


record. 
Box 7670 Ad, Weekly 180 Pleet St BC4 
ARTIST required, with ideas for Show- 
Good leering 
experienced .—Tel. : 


cards and Cut-Out. 
essential. Pully 
LANgham 5351-2. 


LARGE 
with headquarters in 
requires an assistant to the Advertising 
Manager. Minimum qualifications: 


Good education, aged about 25, some 


experience in an advertising agency or 
department essential. Hard working 
and able to take responsibility, Apply 
in writing to Personnel Manager, H. 


Samuel Lid., Hunters Road Works, 
Birmingham, for Application 


Hockley, 
Form. 


MULTIPLE retail organisation 
Birmingham 


London Subsidiary of American Firm want 
ADVERTISING MANAGER 


with good organising ability and 
experience, to head established ad- 
vertising campaignthrough thepress, 
brochures and leaflets. Applicants 
should be under 40 and have exten- 
sive experience in the production of 
advertising material, with ability to 
co-ordinate work with Advertising 
Agency. The appointment is perm- 
anent. Good salary to the right man. 
The post carries pension rights. The 
Company's Staff are aware of this 
vacancy. 
Apply with full details zee past 
experience with earnings to 

Box No. 4413, 

clo White's Lid., 

72/78 Fleet Street, E.C.4 


ICAL, PUBLICATIONS. junior 
Iitustrator for Electronic Company, N. 
London areca Exp. of Artwork and 
circevit diagram pretense desirable. 
Excellent prospects. 

Box 7881 Ad, Weekly 100 Peet Ss BOS 


A VERSATILE COPYWRITER required, 


with agency experience. Able to pro- 
duce consistently good seiling copy for 
a number of nationally known products, 
Good salary, pension scheme, holiday 
granted this year, An yoy for 
an up and coming man to join first- 
class team im progressive agency, Full 
details to 

Box 7642 Ad, Weekly 180 Fleet & BC4 


STUDIO 
MANAGER 
WANTED 


Apply in writing to: 
S/M, Managing Director 
J. P. McNulty & Company Ltd 
Cliffords Inn, London, E.C.4 


oo AGENCY requires aris, 


be good visualiser and able to 
p— *- well-finished roughs. Should 
have modern outlook and ability to 
do finished ariwork,. Write, oe ex- 
perience and salary req wired, 
Box 7813 Ad. Weekly 180 Fleet. S& BCA 


WRITER required for the Production of 


Literature of Technical Nature in the 
Diese! Engine Division ot a well known 
in the Mi The success- 
ful applicant should have a reasonable 
working knowledge of Diesel Engine 
Principles, and have a flair for writing. 
People who have just completed their 
National Service will be given careful 
consideration. Please write giving de- 
tails of age, qualifications and experi- 
ence, quoting Ref A.C.BJ.. to 
Box ‘7821 Ad. Weekly 180 Pee: St BCS 


ASSISTANT 
EXECUTIVE 


Leading Agency are looking 
for a clear-thinking and highly 
efficient Assistant Executive to 
help in every phase of the 
management of a well-known 
account involving several pro- 
ducts and much merchandising 
work. He will be given every 
encouragement to use his init- 
iative and develop his talents. 
Salary £650 plus bonus. Please 
write in confidence to : 


Box 7860 
Advertiser's Weekly 180 Fleet St EC4 


EDUCATED WOMAN wanted = as 


Head of manufacturers’ 


assistamt to 
wertising Department in the Mid- 


jands. Must have some experience in 
ability to 


advertising, have initiative, 
comrol a small staff and be interested 
in cooking. Good prospects for a 
person with the necessary qualifications 
and abilities. Reply in writing, giving 
full details of experience and salary 


expected. 
Box 7865 Ad. Weckly 180 Fleet St BC4 


LAYOUT ARTIST 


aged 30/40, specialising in folders, 
catalcgues, etc., required for 
Advertising Department of large 
Midland motor manufacturers. Good 
conditions, five day week, pension 
scheme. Write giving details of age, 
Previous experience and salary 
required to 
Box 7863 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISING MANAGER 


WANTED BY 
ALLIED IRONFOUNDERS LTD. 


ALLIED IRONFOUNDERS LTD., with 22 
manufacturing companies, is the largest group in 
the foundry industry in Great Britain, with works 
in the South, Midlands, and North of England, and 
in Scotland, and subsidiary companies in South 
Africa and Australia. They manufacture baths, 
rainwater and soil goods, agricultural machinery, 
and a wide variety of solid fuel, gas and electric 
appliances, including such well known advertised 
products as Aga cookers, Agamatic boilers, Ray- 
burn cookers and water heaters, Rayburn boilers 
and Otto stoves. Besides all the advertising and 
printed matter (Advertising Agents, Mather & 
Crowther Ltd.) the Advertising Manager, with his 
department, is largely responsible under the 
direction of the Sales Director for the Group's 
public, trade and civic relations. He is required 
periodically to visit the Company's plants and to 
organise promotional activities all over the country. 
Salary according to experience, There is a pension 
scheme. Applicants, preferably between 30 and 40 
years of age and with some experience of the 
building and builders’ merchants trades, should 
send full details of their careers and photographs 
to:— 
Sales Director 
ALLIED IRONFOUNDERS LTD. 


28 Brook Street, London, W.1 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


June 10, 1954 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


APPOINTMENTS VACANT 


LEADING 
LONDON 
AGENCY 


(INC, PRACTITIONERS iN 
ADVERTISING) 


has vacancies for 

capable and efficient staff 
with previous agency 
experience for: 


1. Production 

2. Typography 
and layout 

3. Finished 
artwork 

Our steft have been advised 

of this advertisement 

Write, giving details 

of experience, age, and 

salary required to : 


Box 7912 
Advertiser's Weekly 180 Fleet St EC4 


INNER required for Display and 
Exhibition work, Must be able to 
prepare colour visualg and w 
drawings, GER, 8225, 


ALL ROUND COMMERCIAL ARTISTS 
required by leading South London 


Studio, 
Box 7886 Ad, Weekly 180 Fleet St BC4 


uy yA J yl —T Fy 4 4 ag + 


Notification of Vacancies Order 


1952.” 


SECRETARY 


required by busy Managing Director 
of small West End Advertising 
Agency. This is not a highly paid 
post, but it offers exceptional op- 
portunity for an intelligent girl or 
woman who is really interested in 
advertising. The Agency is develop- 
ing steadily and there are good 


prospects. 
Box 7866 
Advertiser's Weekly 180 Fleet St EC4 


Applications are invited by a well 

known Company of Gas Appliance 

Manufacturers in the Midlands for 
the position of 


Advertising and 
Publicity Manager 


Knowledge of the Gas Industry 

not essential, but highest qualifica- 

tions in copy writing, display 

advertisement and printing pro- 

cesses necessary, with personal 

connections in Press circles. 
Details to: 


Box 7859 
Advertiser's Weekly 180 Fleet St EC4 


EXHIBITION 


SECRETARY /ASSISTANT 


AND DISPLAY 
DESIGNER wanted by progressive 
firm, Must be capable of producing 
first-class visuals, Good pay and pros- 


pects. 
Box 7869 Ad. Weekly 180 Fleet St BC4 


required by 
Market Research Manager of West End 
Advertising Agency. Five-day week. 
Summer holiday this year, State age, 
experience @ salary required. 

Box 7866 Ad, Weekly 180 Fleet St BC4 


WE ARE LOOKING FOR A PRODUC- 
TION 


MAN who has gained his 
knowledge from a process house or as 
copy make-up clerk on a_ technical 
journal, to handle interesting colour 
work, feeding copy w the technical 
press, maintaining schedules, etc. 
Westminster areca. Five-day week. 
Please write two 
Box 7872 Ad. Weekly 180 Pileet St BC4 


TWO 
TYPOGRAPHERS 


are required by 


ERWIN WASEY 


A senior with good all round agency experience on 

National accounts to head a typographical group. 

A first-rate salary is offered to the right man and he 
will be eligible for a holiday this year. 


A junior, with some agency training, who wants a 
change, a better salary, and the opportunity of 
working on a wide variety of National accounts. 


Please phone Chief Typographer for appointment 
Erwin Wasey & Co, Ltd., Brook House, Park Lane, W.1. MAY 8171 


PRINTERS’ ORDER 


CLERK required 
with reasonable knowledge of all 
branches of the trade. Excellem condi- 
tions, pension scheme, canteen facilities. 
Apply Sales Manager, Keliher, Hudson 
& Kearns Lid., 15-17 Hatfields, Stam- 
ford Street, 8.B.1. 


Experienced 
Production 


Man 
required by WBG 


Write in confidence, stating 

age, experience and salary 

to the Managing Director, 
Wilkes Bros. & Greenwood Litd., 
39 Cheapside, £.C.2 


ADVERTISING DEPT. of 


PRIVATE SECRETARY to Directors and 


Senior Sales Staff required in progres- 
sive advertising office. High shorthand 
speeds, good memorability, able com- 
pose own letters, not over 35, 

Box 7876 Ad. Weekly 180 Fleet St BC4 
group of 
companies has vacancy for Young Layout 
Man. Must have good contemporary 
style and practical wrn of mind. Apply 
Stating age, experience and  talar; 
required to 

Box 7864 Ad. Weekly 180 Fleet St BC4 


ARTIST 
SOUTH AFRICA 


South Africa's largest indepen- 
dent advertising agency is 
looking for a first-class 
creative artist, who is equally 
at home with figure and still- 
life, and who can do sound 
layouts when necessary. 

This is an interesting and en- 
joyable job, in our Cape 
Town studio, and offers 
pleasant working conditions. 
Five-day week, superannua- 
tion fund. Passage will be 
paid. 

Initial salary around £1,000 a 
year, with excellent prospects. 


Write, giving full details of 
previous experience, and 
enclosing a _ representative 
selection of specimens, includ- 
ing some original layouts, to : 
P. N. BARRETT 
COMPANY (PTY) LTD. 
P.O. Box 694 


CAPE TOWN 


CREATIVE COPYWRITER 


We need a youngish, energetic 
man with the ability to dig for 
facts and present them with force 
and imagination. Although looking 
primarily for someone with prev- 
ious experience in Industrial Copy- 
writing —- we would be prepared 
to make room for a beginner, of 
good education, who could prove 
he has the talent to develop. 
The successful applicant would 
work in the London Publicity 
Department of an important group 
of Companies manufacturing a wide 
range of electrical equipment. 
This is a good job. Its scope is 
wide and offers unlimited oppor- 
tunities to the right man, who will 
be given every encouragement. 
Please send full details including age, 
experience and salary required to : 
BOX No. 4391, clo WHITE'S LTD. 
72/78 Fleet Street, London, £.C.4. 


PUBLISHING FIRM REQUIRES 
CLERK (female) able to type and deal 
with incoming copy from advertisers. 
Box 7863 Ad. Weekly 180 Fleet St BC4 


STUDIO ASSISTANT, female, required 
by Exhibition and Display Designers 
Some experience an advantage 
Box 7870 Ad, Weekly 180 Fleet Ss BCS 


BERKERTEX 
require an ambitious young man as 


ASSISTANT TO THE 
MANAGING DIRECTOR 


in the rapidly expanding retail 
organisation of their Wholesale 
Company. The applicant should 
have merchandising ability, and 
a flair for display and presentation. 
A good salary, with excellent 
prospects, will be paid to the right 
applicant, who whilst based on 
London, should be prepared to 
travel. 


Please write, giving full details of 
previous experience, and enclosing 
a recent photograph, to: 


The Managing Director 
Berkertex Sales Ltd. 
Blenstock House, Blenheim 
Street, London, W.1. 


KEY ANIMATOR urgently required. 
Only fully wained cartoon film artists 
need apply. 

Box 7867 Ad. Weckly 180 FPieet St BC4 

EXHIBITION AND DISPLAY Rep- 
resentative required for progressive 
firm. Good pay and commission, Silk 
screening an additional linc. 

Box 7871 Ad. Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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June 10, 1954 


APPOINTMENTS VACANT 


SPACE SALESMAN 


required by 


ABC Railway Guide 


Applicant must be able to build 
up general National advertising (as 
distinct from hotels) for this 
publication, and should have good 
connections with Agents repre- 
senting National Advertisers. 
Remuneration by salary and com- 
mission. Write stating age and 
experience to: 


Advertisement Director 
ABC Railway Guide 


Thomas Skinner & Co. (Publishers) Ltd. 


330 Gresham House, E.C.2 


ADVERTISING REPRESENTATIVE 
required by old established trade paper. 
Must have good contacts with agencies. 
Age 30 w 45. Write with full details 
of experience, remuneration previously 
carned and terms expected, 

Box 7868 Ad. Weekly 180 Fleet St BC4 


COPYWRITER: Littlewoods Lid. require 
a Copywriter in their Sales Promotion 
Deparument, Work from London Head 
Office, Excellent scope for young man 
or woman with ideas and the ability 
to write effective copy for point of sale 
promotion, leafiets and press advertise- 
ments. Previous similar retail experience 
desirable. Pension scheme Apply 
giving full details, experience, age 
and salary required Personnel 
Manager, Littlewoods Mail Order Stores 
Ltd. (Chain Store Division), Waterloo 
Buildings, Cases Street, Liverpool, 1. 

ARTIST REQUIRED for book jacket 
designs by Publishing House. Details 


to 
Box 7875 Ad. Weekly 180 Fleet St BC4 
PRODUCTION ASSISTANT, experienced 
in copy despatch, block ordering, etc., 
to take full responsibility for group of 
accounts. Frederick Aldridge Lid., 1 
Whitefriars St., London, E.C4. 
EXPERIENCED cinema space record 
clerk. Write fully 
Box 7878 Ad. Weekly 180 Fleet St BC4 
SOUTH AFRICA. Required for Cape 
Town. Copywriter with at least five 
years’ experience, Good pay and 
excellent prospects 
Box 7879 Ad. Weekly 180 Pleet St BC4 
FREE INTEREST. We need an Adver- 
tising Salesman for export journal, The 
right man will get an interest free. 
Box 7880 Ad. Weekly 180 Fleet St BC4 
FIRST-CLASS TYPIST wo assist Space 
Buyer, Advertising Agency in the 
Strand. Good at figures and know- 
ledge of media an advantage 
Box 7883 Ad. Weekly 180 Fleet St EC4 
PARKE, DAVIS “A COMPANY, 
LIMITED, invite applications for the 
position of Production Assistant in their 
Advertising and Promotion Department, 
to handle the production of catalogues, 
leaflets, and periodical publications for 
home and export markets. Some super- 
vision of press schedules will also be 
required. Good Knowledge of design, 
briefing for artwork, ordering of blocks 
and buying of print essential. Some 
familiarty with foreign languages an 
advantage. Five-day week, pension 
scheme, staff canteen. Write enclosing 
full particulars of experience and salary 
required to Personnel Manager, Staines 
Road, Hounslow, Middlesex. 
ENGINEERS require assistant for pub- 
licity department for compilation of 
sales and service literature, data sheets, 
etc, and work on technical house 
organ. Some knowledge of publicity 
methods is required, but first essentials 
are sound English and good editorial 
style Must possess fair standard 
technical knowledge. Only men with 
actual experience of this work = 
apply London area, State 
experience, where employed and olay 
required, in confidence. 
Box 7885 Ad. Weckly 180 Fleet St BC4 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


APPOINTMENTS WANTED 


A leading West End 
Agency requires from 
time to time the 

free-lance help of a 


DESIGNER 

of 
POINT-OF-SALE 
MATERIAL 


We would like to make the right 

contact, so that we may call you 

in (perhaps by the week?) when 
necessary. Write: 


Box 7849 
Advertiser's Weekly 180 Fleet St EC4 


LEADING 


OLD ESTABLISHED Advertising Agency 


requires experienced book-kecper. 
Hours 9-5.30. No Saturdays. W.C.1 
area, Write giving qualifications and 
salary to 

Box 7884 Ad. Weekly 180 Pleet St BC4 


EXPERIENCED LETTERING ARTIST 


required for progressive Studio in 
Holborn area, Please phone CHAncery 
4302 for appoinwnent. 

NATIONAL ADVERTISER 
of consumer goods is appointing a 
designer to work on general and point 
of sale display, packaging, etc. Will 
be required to produce visuals to 
presentation standard. Send ; mens, 
details of experience to 

Box 7882 Ad. Weekly 180 Fleet St BC4 


A TEAM PRODUCING some outstand- 


ing sales literature need a new recruit, 
The man we want will have already 
served his apprenticeship probably in a 
large manufacturer's advertising depart- 
ment, and he is now looking for an 
opportunity to spread his wings in the 
broader agency field. He must be 
capable of writing convincing copy and 
he must, repeat must, know a great 
deal about print production. This is a 
worthwhile, progressive opportunity 
carrying full life insurance and pension 
rights. Full details please including age 
and salary required, but no specimens 
yet to 
Box 7887 Ad. Weekly 180 Fleet St BC4 
LES PROMOTION AND ADVER- 
TISING ASSISTANT required by Sales 
and Advertising Manager of London 
Company manufacturing and marketing 
nationally distributed household speci- 
alities. A man of ideas, with ability 
to produce quick roughs, including 
copy, for display material, leafics, 
advertisements and sales letiers 
will suit this job if he also understands 
something of the production and buying 
side of advertising and priming. Please 
summarise experience, giving all rele- 
vam details and state age and salary 
required to 
Box 7820 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


YOUNG 


FASHION AND GENERAL 
ARTIST requires position, preferably 


in the North, 
Box 7825 Ad, Weekly 180 Fleet St BC4 


Free lance basis accepted. 
Box 7434 ‘Ad. Weekly 180 Fleet St BC4 
PICKED” 


ae 


available. The Wi Agency, 
HUNter He 


Wigmore St., W.1. 


VERSATILE “ARTIST, Agency / Studio/ 


Pub. exp. production and managerial 
qualifications, seeks position 

Box 7893 Ad. Weekly 180 Pleet St ECA 
post, country or coast, Southern coun- 
ties. Or regular freelance connection. 
Box 7889 Ad. Weekly 180 Fleet St BC4 


Ex-Officer of 38 years, widely travelled, at 
presen! occupying position of a 


SENIOR ADVERTISING REPRESENTATIVE 
with @ leading Weekly Technical Journal 
SEEKS A SIMILAR POST 


but, one with more responsibility which 

through drive and initiative would event- 
ually lead him to become an 
ADVERTISEMENT MANAGER 


He is considered to be of Smart Appearance, 

to have @ Pleasant Personality and, what is 

more important, an Excellent Selling Record. 
Box 7847 

Advertiser's Weekly 180 Fleet St EC4 


ENERGETIC MAN, 37, 


YOUNG EXECUTIVE (femaic) secks 
position where knowledge of art, 
public relations or advertixing ex- 
perience is desired. Able to intro- 
duce business 
Box 7888 Ad. Weckly 180 Pieet St EC4 

WINDOW DISPLAY MANAGER, age 
28, 10 years’ experience, seeks in- 
teresting position with prospects. 
Driving licence, 

Box 7890 Ad. Weekly 180 Fleet St BC4 

VERSATILE PHOTOGRAPHER, CAP. 
ABLE LAYOUT MAN, NEAT 
LETTERER, sccks position with 
organisation preferably in the Mid- 
lands. Interesting photographic en- 
largements, specimen layouts available, 
Box 7891 Ad, Weekly 180 Fleet St BC4 

experienced 

selling and sales managemem, secks 
change. At present Northern account 
executive for well-known display firm. 

Box 7892 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


MANUFACTURING 
PRINTERS 


are interested in the purchase 

of seasonal designs—particu- 

larly Xmas—suitable for all- 

over designs in two, three or 

four colours for wrappings. 
Box 7603 

Advertiser's Weekly 180 Flect St EC4 


SHOWCARDS. Agents 


PUBLISHER'S AGENT wanted to con- 


tact National Advertisers for motoring 
monthly 

Box 7903 Ad. Weekly 180 Fleet St BC4 
wanted in 
industrial areas Must 
have live connection with point of 
sale advertisers. We offer good 
deliveries and commission. Interview 
by appointment, Our staff have been 
informed 

Box 7901 Ad. Weekly 180 Fleet St BC4 


several main 


OPPORTUNITY 


Well Established Agency can now 

offer good terms to a free-lance 

Contact or Advertising Consultant. 

Write in confidence to Managing 
Director, 

Box 7855 Advertiser's Weekly 160 Fleet St £C4 


KEEN AND ENERGETIC ADVERTIS- 


ING AGENT required as sole agent 
for science fiction magazine. Apply 
Box 7902 Ad. Weekly 180 Pieet St BC4 


outright sale or interest with view to 
fumure managemem. Sawell 
tions Lid., Ludgate Circus, B.CA, 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photolitho or letterpress (own 
photo-litho process plan). 
CARILLON PRESS LTD. 


London Office 98-100 Ficet reet. 
: CBNeral 1740. 


FREE LANCE SERVICES 


LAYOUT ARTIST (fix. Pig.) epoctalions 
in folders and brochures, seeks com 
missions. 

Box 7801 Ad, Weekly 180 Pleet St BC4 

FASHION WORK. Line, chalk or wash 
—furs a speciality. vale Capeseaaes 
for press or catalogue work, 

Box 7394 Ad. Weekly 180 Fleet St BO4 

MAPS designed and drawn for all 


purposes, 

Box 7685 Ad, Weekly 180 Fleet St BC4 
YOU REQUIRE ideas/layouts/arcwork? 

For reliable service write 

Box 7894 Ad. Weekly 180 Fleet St BC4 


PREELANCE ARTISTS required, for 
lettering, retouching and general 
drawing Able to | overflow 


from studio quickly and we 

Box 7895 Ad. Weekly 180 » Fist Ss BCA 
RETOUCHING ARTIST, experienced in 

all subjects. Mechanical a speciality. 

From blue prints if required, 

Box 7896 Ad, Weekly 180 Fleet St BC4 
FREELANCE SCRAPERBOARD 

ARTIST required. West End Artist 

Agent requires another first-class 

Scraper artist. 

Box 7899 Ad, Weekly 180 Fleet St BC4 


PRINTERS 


SERVICE TO 0 PRINT & BUYERS ! 


in sending us an enquiry. 
LINCOLNSHIRE C CHRONICLE 
——s al i; 


— oa 


OLD ESTABLISHED, well-equipped 
firm of Printers with solid reputation 
for good class work and prompt 
service, has capacity for small monthly 
journals, Enquiries promptly attended 
to. Telephone: Bishopsgate O0881 or 
write to Lynn & Co, (Printers) Ltd., 
7/9 Princelet Street, London, E.1 


ACCOMMODATION 


2,070 SQUARE FEET available shorily 
at Quality House, Quality Cour, 
Chancery Lane, W.C.2, at present 
occupied by Crane Publicity Lid, Can 
be viewed any time. 


ACCOMMODATION sult freelance 
artists, W.1 area, OER 
9586 

STUDIO ACCOMMODATION ncar 
Oxford Circus for freelance artist. 
Moderate rental, inclusive light, heat, 
telephone Call on services by 
arrangement, Phone: MUS 6519 


TENDERS 


COUNTY BOROUGH OF 
SOUTHEND-ON-SEA 


To Holiday Guide Printers and 
Contractors 


The Corporation invite tenders for 
the production of 30,000 or 40,000 
copies of a Holiday Guide for 1955, 
size 8) ins. x 5) ims., in two-colour 
letterpress and half- tone with a four- 
colour photo inset. 

Specification and form of tender 
may be obtained from the Publicity 

, Pier Hill, Southend-on-Sea 
be 


the undersigned not later than 
Sth July, 1954, 
ARCHIBALD GLEN, 
Town Clerk. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY THurspay, Jung 10, 1954 


S. a copy 
52/6 a year 
Post ree 


S§5/- (overseas) 


STOP PRESS 


| BIRTHDAY 
HONOURS 


(continued from page 523) 


“No-good-in-August”  Segeipene ste 


O.B.E.: K. S. Finn, director of 
Newsprint, Ministry of Materials; 


M. F. Hackett, principal informa- 
° tion officer, Central Office of 
oeane 1S Information. 

M.B.E.: Miss Mary George, 
| deputy chief press officer, Ministry 
" - . d - Cn’ Ls ie Minist 

of Food; John ! ison, senior 
° information officer, Central Office 

suffering a distinct reverse. Space 
of Information; Frank Rostron, 
export sales manager, Ferranti 


bookings for “THE STAR”, two — ae 
months ahead, already exceed the 


of Information. 
NEW DEODORANT 
amount which actually appeared last bean appomted xdveine and 


Developments Lid. A new disin- 


August by 28%. —- 


af aces bes taken in 
sh a est Country pa 

for new Weston biscuit hn ay 
“Waggon Wheels,” chocolate 
marsh-mallow filled biscuit selling 


R eme mber, a i: Jy. . | vd | 2 3 at threepence each. Erwin Wasey 


diana aaa a gests a are placing ads. 


wea (agian of Se seumtetons 

- = of t nternationa , r 
ate per Ine } a at Stockholm, next Mon- 
day to Wednesday, agenda includes 


revision of the existing code of 
per-thousand of any =" > * econ 
next Congress, in ‘ 


London evening newspaper. J. L. Wainford, acting. advert 


ing manager, has been appointed 
publicity and advertising manager 
of the Brockhouse Organisation. 
A.B.C. CIRCULATION He was assistant advertising man- 


ager for 24 years. 


Winner of crossword puzzle in 

“Milhado Minutes” is F. G. Sea- 

brook, of John Haddon & Co., 

9 3 Lid., who will get free six days’ 


holiday in Paris and Amsterdam. 


offers you the lowest r 


COPIES DAILY 


Lid. is Noel Farr, previously copy- 
writer with C. Vernon & Sons Ltd. 
If you are amongst those harassed space and Chas. Barker & Sons Ltd. 


buyers who are worried about missed insertions, Hulton Press profits have jumped 


é, £210,000 to £388,000, Div 
it may be to your advantage to write to being raised to 40 per cent. 


ROY CLARK, Advertisement Director s. Ae Pre nm A a 
Ltd., left hospital on Tuesday. He 
THE STAR BOUVERIE STREET : had been wi oing treatment for 
about a week. 


Published by the Proprictors, BUSINESS PUBLICATIONS Ltd., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
June 10, 1954, Printed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields, London, S.E.1. 
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